Alcohol sponsored events: the impact on attitudes and intentions, and the mitigating impact of persuasion knowledge by Mamaghani, Faranak Abbaspuli
Faranak Abbaspuli Mamaghani
U
M
in
h
o
|
2
0
1
5
July 2015
Alcohol sponsored events: the impact 
on attitudes and intentions, and the 
mitigating impact of persuasion 
knowledge
F
a
ra
n
a
k
 A
b
b
a
s
p
u
li
 M
a
m
a
g
h
a
n
i
A
lc
o
h
o
l 
s
p
o
n
s
o
r
e
d
 e
v
e
n
ts
: 
th
e
 i
m
p
a
c
t 
o
n
 a
tt
it
u
d
e
s
 a
n
d
 i
n
te
n
ti
o
n
s
, 
a
n
d
 t
h
e
 
m
it
ig
a
ti
n
g
 i
m
p
a
c
t 
o
f 
p
e
r
s
u
a
s
io
n
 
k
n
o
w
le
d
g
e
Universidade do Minho
Escola de Economia e Gestão
Doctor of Philosophy in Marketing and Strategy
Faranak Abbaspuli Mamaghani
July 2015
Alcohol sponsored events: the impact 
on attitudes and intentions, and the 
mitigating impact of persuasion 
knowledge
Universidade do Minho
Escola de Economia e Gestão
Supervisors:
Professor Minoo Farhangmehr
Professor Marjan Sara Jalali
Declaration 
Na me: Faranak Abbaspuli Mamaghani 
E-m a i I: F aranak.Abbaspuli@gmail.com 
ID Number: 
Title of Thesis: Alcohol sponsored events: the impact on attitudes and intentions, and the 
mitigating impact of persuasion knowledge 
Supervisors: Professor Minoo Farhangmehr & Professor Marjan Sara Jalali 
Year of Submission: 2015 
Thesis of: Doctor of Philosophy in Marketing and Strategy 
I retain ali copyright on the thesis, as well as the right to use it in future work (such as papers or 
books) . 
University of Minho, Jvr 1 tt_; M I S 
Signature: ~=~ /]/\. "' -k 7 
li 

  IV 
  V 
Acknowledgements 
 
This Ph.D. thesis is the result of a challenging journey, upon which many people have 
contributed and given their support. Looking back over this period of my life, I wish to thank all 
those who contributed in some way to this work. 
 I would like to start by expressing my enormous gratitude to my supervisor, Professor Minoo 
Farhangmehr, for all her caring support, thoughtful guidance, wise advice and kind 
encouragement.  
I am also profoundly grateful to Professor Marjan Sara Jalali, for the confidence that she 
placed in me. Her helpful suggestions and insightful views were a great source of inspiration and 
her constant encouragement was invaluable.    
I acknowledge the School of Economic and Management of the University of Minho that 
provided this Ph.D. programme to pursue this degree. I extend my appreciations to all the 
professors of this programme from University of Minho, University of Aveiro and University of 
Beira Interior, that patiently provided the vision, encouragement and advice necessary for me to 
proceed through the doctorial programme.  
I would like to thank Professor Jose Carlos Pinho for his friendly and expert assistance with 
the statistical analysis. His guidance has served me well and I owe him my heartfelt appreciation. 
Special thanks go to Said khan, dear Fernand, and Emilia, for their kindness and continuous 
support during our time in Portugal.  
Pursuing Ph.D. would not have been possible without the support of my family. My deep-felt 
thanks to my dearest Arman and Arousha, whose presence, patience, love and encouragement, 
kept me persevering in more difficult times. For sure I could not have done it without them!  
  VI 
Furthermore, I would like to thank Foad, Fariba, Flora, Mehrzad, Khatereh, Dariush, Roya, 
Tina, Faran, Marjan, Radman, Raya and the extended family who although were far distance, 
with their concern and love encouraged me in this path. I also want to thank to my in-laws for 
their kind support. 
Finally, I am forever indebted to my parents, Teimour Abbaspuli and Ferdosieh Abbaspuli, for 
their unfailing love and support, their concern and presence in various shapes throughout the 
Ph.D. and indeed I owe them all of my life. I dedicate this thesis to my parents. I hope that this 
work makes them proud.  
 
  VII 
Abstract  
 
Sponsorship is gaining importance as companies seek to better communicate with their 
customers in an increasingly promotion-cluttered environment. When this sponsorship is 
undertaken by alcohol companies however, it is not without controversy, particularly regarding 
sporting events or those targeted at young people.  
It is hypothesized that through repeated event sponsorships, alcohol companies are able to 
create an association with target consumers such that not only the physical presence, but also 
even non-conscious exposure to alcohol company sponsorship, can trigger the pursuit of 
relationship goals in consumers. These goals can in turn affect consumers’ attitudes and 
intentions towards alcohol consumption.  
Based on research findings from the field of sponsorship, automaticity and the persuasion 
knowledge model this research carried out a series of experimental studies to examine the 
impact of event sponsorship by alcohol companies on participants’ perceptions of the events and 
their intentions to drink. The findings indicate that alcohol sponsorships influence the perceived 
level of excitement of an event, the intention to recommend participation in an event to friends, 
the likelihood of participating in an event, the extent it was thought an event would help 
participants to forget their problems, an event would encourage drinking alcohol, and young 
people’s intentions to drink. This effect can be mitigated fairly by making persuasion knowledge 
more salient. From a social marketing viewpoint, the outcomes of this research might be of 
interest to health educators working in public health, alcohol prevention workers, funding-bodies 
and policy-makers at the local and national level.  
Key words: Sponsorship, Persuasion Knowledge, Conscious and Non-conscious processes, 
Social Marketing. 
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Resumo 
Os patrocínios estão a ganhar cada vez mais importância à medida que as empresas 
procuram comunicar melhor com seus clientes, num ambiente promocional cada vez mais 
saturado. Quando estes patrocínios são levados a cabo por empresas de bebidas alcoólicas, no 
entanto, não são sem controvérsia; particularmente quando se referem a eventos desportivos ou 
direccionados aos jovens.  
Levantamos a hipótese que o patrocínio repetido de eventos pode permitir às empresas de 
álcool criarem uma associação com os consumidores-alvo, de tal forma que não só a presença 
física, mas também a exposição não-consciente ao patrocínio da empresa de álcool, podem 
desencadear a prossecução de “objectivos de relacionamento” nos consumidores. Esses 
objetivos podem, por sua vez, afetar as atitudes e intenções dos consumidores no que se refere 
ao consumo do álcool.  
Com base na literatura da área dos patrocínios, da automaticidade e do modelo do 
conhecimento da persuasão (Persuasion Knowledge Model), esta investigação levou a cabo uma 
série de estudos experimentais para examinar o impacto do patrocínio de eventos por parte de 
empresas de bebidas alcoólicas nas percepções desses eventos, e nas intenções de consumo de 
álcool nos mesmos. Os resultados indicam que os patrocínios por parte de empresas de bebidas 
alcoólicas influenciam a percepção do grau de divertimento atribuído a um evento, a intenção de 
recomendar a participação no mesmo aos amigos, a possibilidade de participar no evento, a 
medida em que se considera que o evento ajudará os participantes a esquecer seus problemas, 
os incentivará ao consumo de álcool, e influenciará as intenções dos jovens para beber. Este 
efeito pode, no entanto, ser atenuado tornando o conhecimento de persuasão mais saliente. Do 
ponto de vista de marketing social, os resultados desta pesquisa podem ser de interesse para a 
área da saúde pública, para a área da prevenção do alcoolismo, e para instituições financiadoras 
e decisores políticos ao nível local e nacional. 
Palavras-chave: Patrocínio, Conhecimento de Persuasão, Processos Conscientes e Não-
conscientes.  
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“Knowledge is as wings to man's l i fe ,  and a ladder for  
h is ascent.  I ts  acquis i t ion is incumbent upon 
everyone. The knowledge of  such sciences, however,  
should be acquired as can prof i t  the peoples of  the 
earth,  and not those which begin wi th words and end 
with words. Great indeed is the c la im of sc ient is ts 
and craf tsmen on the peoples of  the wor ld.  Unto th is 
beareth witness the Mother Book on the day of  His 
return. Happy are those possessed of  a hear ing ear.  
In t ruth,  knowledge is a ver i table t reasure for  man, 
and a source of  g lory,  of  bounty,  of  joy,  of  exal tat ion, 
of  cheer and gladness unto him.” 
 
(Baha'u'llah) 
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Chapter 1. Introduction 
 5 
Chapter 1.   Introduct ion 
Sponsorship has recently gained added significance, as companies try to apply a wider range 
of promotional tools, such as public relations and viral marketing in order to get their message 
across (Bühler & Nufer, 2008). Sponsorship occurs when the sponsor and sponsee are 
associated with each other and benefit from that association (Madill & O'Reilly, 2010). Revenue 
from sponsorship has become increasingly significant to marketing practitioners, and various 
marketing tactics have been developed to generate revenue from various events (Choi, Tsuji, 
Hutchinson, & Bouchet, 2011). Event sponsorship has been recognised as an effective means 
through which companies can communicate with target participants and attendees of the events 
(Irwin, Lachowetz, Cornwell, & Clak, 2003; Alexandris, Tsaousi, & James, 2007; Bühler & Nufer, 
2008). Sponsors obtain a variety of benefits through their sponsorship efforts, including brand 
awareness, brand enhancement, brand loyalty, organizational promotion and sales increase 
(Apostolopoulou & Papadimitriou, 2004; Tomasini, Frye, & Stotlar, 2004).  
Research has demonstrated that sponsorship has influence on changing of attitudes towards 
brand, product satisfaction, fan involvement and purchase intention (e.g., Thwaites & Carruthers, 
1998; Madrigal, 2000; Irwin et al., 2003; Alexandris et al., 2007). These outcomes have 
contributed to the definition of sponsorship effectiveness but do not appear to be completely 
addressed in the current literature (Choi et al., 2011). Accordingly, investigations focusing on the 
“entire sponsorship process” should provide many opportunities for research, particularly in 
“developing an appreciation for sponsorship in unique event context” (Choi et al., 2011, p. 109). 
This is supported by observations from Meenaghan (2001), who asserted the need for event 
sponsorship research to quantify consumers’ behavioural responses and attitudes to 
sponsorship. Therefore, one of the goals of the current research was to fill this gap by 
investigating the effect of event sponsorship of beverage brand on perception of events, attitude 
towards alcohol and intentions to drink. 
On the other hand, it seems likely that developing persuasion knowledge in participants’ 
mind, from some aspects, can alter the result of the sponsors’ influence. Persuasion knowledge 
is a kind of knowledge that in the processes of buying and selling consumers obtain it while trying 
to interpret marketers’ sales persuasions and advertising (Friestad & Wright, 1994). Friestad and 
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Wright (1994) provided a model called ‘Persuasion Knowledge’ for evaluating when and why 
consumers focus on persuasion tactics used by a marketer. They suggested that consumers 
develop implicit beliefs about various persuasion tactics and consider the appropriateness of 
using such tactics to persuade them. However, cognitions related to the marketer tactics may not 
be readily accessible and may not impact judgments about the marketer unless consumers 
consciously elaborate on the marketing tactic (Campbell & Kirmani, 2000). This research then, 
also aimed to examine the effect of individuals’ use of persuasion knowledge related to the 
sponsors’ marketing tactics on mitigating the impact of sponsors on their attitudes and intentions 
specifically regarding to the alcohol. The interest in the present research lay precisely in drinking 
intentions among young people. In particular, it was elected to focus on in situations where 
young people are exposed to alcohol promotions, but probably do not recognise them as 
persuasion situations, becoming as a result more susceptible to their influence. 
Excessive alcohol consumption carries with it heavy social and economic costs (O’Donnell, 
2006) – its consequences affect not only the person undertaking this behaviour, but society in 
general. Furthermore, such behaviour is more prevalent in certain sub-sections of the population 
– for instance, young people (and particularly students) are especially susceptible to immoderate 
drinking and its respective consequences. The UK charity Drinkaware (2013) noted that traffic 
accidents are still a leading cause of alcohol-related deaths among young men aged 16 to 24; 
and the Australian Government Health Department (The Department of Health, 2013) warned 
that the risk of accidents, injuries, violence and self-harm are high among drinkers aged under 
18. Young people who drink are more prone to risky and antisocial behaviour than older 
drinkers. Moreover, regular drinking over a long period has been connected with several health 
problems; for instance, increased risk of cardiovascular injury; breast and colorectal cancer; 
cancers of the upper respiratory system and digestive tracts and increased prevalence of 
coronary heart disease (Hastings, 2009). The World Health Organization (2014) warned that 
alcohol consumption increases the risk of developing more than 200 diseases, including liver 
cirrhosis and some cancers. The harmful use of alcohol ranks among the top five risk factors for 
disease, disability and death throughout the world (World Health Organization, 2011; Lim et al., 
2012). 
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On average, every person in the world aged 15 years or older drinks 6.2 litres of pure alcohol 
per year, which translates into 13.5 grams of pure alcohol per day. But as less than half the 
population (38.3%) actually drinks alcohol, this means that those who do drink consume on 
average 17 litres of pure alcohol annually (World Health Organization, 2014). Globally, harmful 
use of alcohol causes approximately 3.3 million deaths every year (or 5.9% of all deaths), and 
5.1% of the global burden of disease is attributable to alcohol consumption (World Health 
Organization, 2014). Alcohol consumption in Europe in general, and in Portugal in particular, is 
reaching worrying levels. With a consumption level of 10.9 litres of alcohol per adult per year, 
Europe is the heaviest-drinking region in the world, making up the entire top 10. (World Health 
Organization, 2014). According to the most recent data from the World Health Organization 
(2014), Portugal occupies the 10th position in world alcohol consumption among adults (age 
15+), with a total 12.9 litres of pure alcohol consumed per capita, the most in any western 
European country. This can be expected to carry with it both economic and social costs. 
Therefore, it is imperative to understand and reduce this social and economic burden and this is 
reflected in the vast research interest this topic has raised in fields such as Marketing, 
Psychology and Sociology among others (e.g., Beck, Wright, Newman & Liese, 1993; Edwards et 
al., 1994; Room, 2001; Sulkunen, 2002; Babor et al., 2003; Bitarello do Amaral, Lourenco & 
Ronzani, 2006). 
Given the particular vulnerability of young people to the negative consequences of immoderate 
alcohol consumption (Piacentini & Banister, 2009), it is of interest to improve our knowledge of 
one of the key drivers of drinking among youth (McCreanor, Barnes, Kaiwai, Borell, & Gregory, 
2008). Understanding the prevalence and causes of excessive alcohol consumption or binge 
drinking (i.e. drinking large amounts of alcohol over a short period of time) in society in general, 
and among young people in particular, is likely to be helpful for anyone involved in policy-making 
and/or working in the area. In this research it was proposed that alcohol companies’ 
sponsorship of events, which are of significance to the alcohol market could be one of these 
drivers. It seems plausible that such sponsorship not only creates a relationship with the brand in 
question, but can also produce a relationship between the consumer and the product category as 
a whole. Accordingly, the current research showed that this is the case when events are 
sponsored by alcohol companies, and indicates that at the extreme, the event can become so 
associated with the alcoholic beverage sponsor, that mention of the event alone is sufficient to 
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increase drinking intentions. In other words, the non-conscious aspect of sponsorship impact was 
also studied in this research. The operation of this non-conscious processes has been explained 
by Bargh and Morsella (2010) in which they suggested a model called “Unconscious behavioural 
guidance systems”. They demonstrated the openness of the human mind to environmental 
influences and consequently a necessarily decreased role of conscious causation. Thus, mental 
representations do not care about the source of the activation and just do the task they are 
designed to do as soon as they are activated. 
Due to the cost and harm caused by immoderate alcohol consumption, it is important to 
develop effective prevention policies and interventions. Therefore, it was considered that the 
outcomes of this research could be linked to social marketing (Kotler & Zaltman, 1971) area 
since the main objective of social marketing is to attain a particular social good rather than 
commercial benefit, and so its primary focus is on changing behaviour. Social marketing consists 
of a set of concepts and principles that are applicable in policy formulation and implementation 
of social change programmes (French, Merritt, & Reynolds, 2011). This research thus not only 
contributes to furthering our understanding of automaticity (Bargh & Chartrand, 1999), the 
persuasion knowledge model (Friestad & Wright, 1994), sponsorship and social marketing but it 
can also be an important tool for policy-makers working in the field of prevention of alcohol 
consumption. 
1.1. Research Main Objective and Questions 
The main objective of this research was to investigate the impact of event sponsorship by 
alcohol companies on participants’ perceptions of the events and their intentions to drink and 
how the persuasion knowledge may modify its influence. In line with the chief objective, the 
general questions of the research are as follows: 
1. Do alcohol company sponsors alter individuals’ intentions to drink alcohol? 
2. Does an event sponsored by an alcoholic company affect participants’ perceptions 
and attitudes towards the event and intentions to drink alcohol in the event? 
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3. Does individuals’ use of persuasion knowledge modify the influence of sponsorship? 
More specifically this research tried to answer these questions: 
1. What effect does an event associated with an alcoholic company have on 
participants’ intent ions to drink alcohol? 
2. What effect does an event sponsored by an alcoholic company have on 
participants’ intent ions to drink alcohol? 
3. To what extent can an event sponsored by an alcoholic company have impact on 
participants’ percept ions and att i tudes towards the advertised event? 
4. What is the effect of participants’ use of persuasion knowledge on their 
intent ions to drink alcohol? 
5. To what extent can participants’ use of persuasion knowledge have impact on 
their percept ions and att i tudes towards the advertised event? 
1.2. Research Design Formulation 
A research design involves the selection of methods and procedures to accomplish the study 
and acquire the information needed (Malhotra, 2010). Regarding the major purpose of the study, 
a research design may be classified as descriptive or causal. Descriptive studies “are conducted 
to answer who, what, when, where and how questions” (McDaniel & Gates, 2013, p. 66). Causal 
studies “examine whether one variable causes or determines the value of another variable” 
(McDaniel & Gates, 2013, p. 67). Therefore, in casual studies there are a dependent variable, 
which is expected to be predicted or explained and an independent variable that can be, to some 
extent, manipulated, changed or altered by the researcher in the experiment (McDaniel & Gates, 
2013). After this classification in research design, it is needed to select a means of gathering 
data. There are three basic research methods: (1) survey, (2) observation, and (3) experiment. 
Survey research is often descriptive in nature but can be causal. Observation research is typically 
descriptive, and experiments are almost always causal (McDaniel & Gates, 2013). 
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Then, experiment is the method of causal studies researchers apply to collect data and is 
defined as a “research approach” in which an “explanatory, independent or experimental 
variable” is manipulated to observe what effect this change has on a “dependent variable” 
(McDaniel & Gates, 2013, p. 243). Indeed, there is no single, best research design and the 
investigator faces any array of choices each with certain advantages and disadvantages. With 
regard to experiments, they have an obvious advantage in that they are the only type of research 
(amongst survey, observation and experiment) that can demonstrate the existence and nature of 
causal relationships between variables of interest (McDaniel & Gates, 2013). Accordingly, in the 
present research an experimental method was adopted and a series of studies carried out. It is 
also the standard methodology in the literature pertaining to persuasion knowledge (e.g., 
Campbell & Kirmani, 2000; Kirmani & Zhu, 2007; Pechmann & Wang, 2010) and conscious – 
non-conscious mental system (e.g., Chen & Bargh, 1999; Lerner, Small, & Loewenstein, 2004; 
Wiltermuth & Heath, 2009).  
1.3. Structure of the Thesis 
This thesis follows a conventional structure, containing a marked division between chapters. It 
is organised in three parts including nine chapters: 
Part I: THEORY 
Chapter 1: Introduction 
Chapter 2: Literature Review 
Chapter 3: Hypotheses and Methodology 
Part II: EMPIRICAL EVIDENCE 
Chapter 4: Study One 
Chapter 5: Study Two 
Chapter 6: Study Three 
Chapter 7: Study Four 
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Chapter 8: General Discussion 
Chapter 9: Conclusion, Limitation and Future Research 
Part III: BACK MATTER 
References 
Appendices 
Chapter 1: as presented here, provides an overview of the proposal for investigation, 
significance of the study and then focuses on the main objective of the research, methodology 
used in conducting the research and the structure adopted in the thesis. 
Chapter 2: is devoted to the literature review and looks at the literature in the areas of 
sponsorship, the persuasion knowledge model accompanied by conscious and non-conscious 
processes to build a theoretical framework to support the research, and finally social marketing.  
Chapter 3: contains the research questions, objectives and detailed justification of the 
research hypotheses formulated according to the literature review presented in the previous 
chapter. It also includes the overview of the methodology and the studies. 
Chapter 4: details the design and procedures of study one, along with possible explanations 
and analyses of the findings. 
Chapter 5: specifies all the processes of conducting study two, with analysis of the findings 
and their discussion.  
Chapter 6: includes all details of study three, which was the replication and extension of 
study two, and presents the analysis of results and their discussion. 
Chapter 7: deals with study four and describes all the details of this study, also indicating 
persuasion knowledge usage as a mitigating tool regarding the effects of sponsorship. 
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Chapter 8: evaluates the outcomes of the research and provides a general discussion of the 
results obtained in the experimental studies with reference to the literature review. It also 
presents the main implications of the studies for theoretical research and social marketing 
contributions. 
Chapter 9: offers concluding remarks and as well as the limitations and suggestions for 
future research. 
Related to formatting references in the thesis the American Psychological Association (APA) 
style is used. 
 
Chapter2. Literature Review 
 13 
Chapter 2.   Li terature Review 
2.1. Introduction 
Any research effort must be based on the relevant existing literature before it can develop a 
viable research design, draw conclusions and make recommendations. The goal of this chapter 
is to provide that foundation. 
The lack of research on two key topics – the effect of alcohol sponsorships of events directed 
at young people on their perceptions of the events and their intentions to drink, and how 
persuasion knowledge could alter this effect – was particularly targeted in the current research 
and further studies raised main questions about alcohol sponsorships and its effects: What effect 
does an event sponsored by an alcohol company have on individuals’ attitudes and intentions to 
drink alcohol? What effect does the presence of an alcohol company in the sponsorship of an 
event have on individuals’ evaluations of the event itself? How activating persuasion knowledge 
affects individuals’ perceptions of the events and their intentions towards alcohol consumption? 
This research investigated these core questions by introducing literature on Sponsorship, 
followed by a theoretical model of Persuasion Knowledge and also Conscious and Non-conscious 
Processes, and finally Social Marketing which can be the implementation area of the current 
research results. 
2.2. Sponsorship 
Definitions of sponsorship characteristically contain two elements: (a) the mutually beneficial 
exchange of sponsor resources (cash or in kind product/services) in return for promotional value, 
and (b) the sponsor's association with the sponsee (Meenaghan, 2001; Crompton, 2004; Ali, 
Cornwell, Nguyen, & Coote, 2006; Cornwell, Pruitt, & Clark, 2006). Rifon and colleagues (2004, 
p. 30) proposed that sponsorship occurs when a “corporation creates a link with an outside issue 
or event, hoping to influence the audience by the connection”. A sponsee “can be an 
organization, team, programme, or event” that needs “resources in order to achieve its 
objectives” (Madill & O'Reilly, 2010, p. 133). 
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In one hand although key concepts of sponsorship such as sponsors, sponsees and 
sponsorship itself have been defined and also initial understanding of how sponsorships are 
initiated, evaluated and maintained has been developed still theory development in sponsorship 
is in its early stage of development (Madill & O'Reilly, 2010). On the other hand it appears that 
the state of the art in the field of sponsorship has developed (Zinger & O’Reilly, 2010), with “the 
focus changing from a charitable appeal” to one which encompasses issues such as: 
• “Which assets of the sponsee property are of interest to the sponsoring organization?”  
• “What can the event do for one’s company in terms of advancing organizational and 
marketing goals and building the brand?” (Zinger & O’Reilly, 2010, p. 258) 
It is worth noting that the nature of the “link created in the minds of consumers between a 
sponsor and sponsee” is such that it “differentiates sponsorship from advertising, and results in 
image transfer whereby the sponsor and sponsee are associated with each other and benefit 
from that association”, and can thus achieve a certain competitive advantage through 
differentiation as well (Madill & O'Reilly, 2010, p. 133; Amis, Slack, & Berrett, 1999; Ludwig & 
Karabetsos, 1999; Lardinoit & Quester, 2001; Meenaghan, 2001; Fahy, Farrelly, & Quester, 
2004). Sponsorship thus provides the benefits of image transfer (Gwinner & Eaton, 1999; 
Walliser, 2003) where both sponsor and sponsee bring their own specific image values, which in 
turn can be transferred – in the minds of consumers – through the resulting associations 
(Meenaghan & Shipley, 1999). Sponsorship can also offer the “possibility for exclusivity”, which 
means the sponsor is given the right to be the only sponsor of a given event in their product 
category (Madill & O'Reilly, 2010, p. 134).  
In the discussion of sponsorship brand image should also be mentioned. In fact, brand image 
is “a set of associations, usually organized in some meaningful way” (Aaker, 1991, pp. 109-
110). Associations comprise “pieces of information” consumers hold about a particular brand, 
which include “product-related or non-product-related attributes”; “functional, experiential, or 
symbolic benefits”; and overall “brand attitudes” (Grohs & Reisinger, 2014, pp. 1018-1019). In 
this respect when the brands focus on social benefit associations, they position themselves as 
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corporate social responsibility brands, and sponsorships aim to improve brand image on these 
dimensions too (Grohs & Reisinger, 2014). 
Sponsorship has recently gained added significance, as companies try to apply a wider range 
of promotional tools, such as public relations and viral marketing in order to get their message 
across (Bühler & Nufer, 2008). It seems to be difficult to reach target groups through television 
commercials, print advertisements or even direct marketing (Bühler & Nufer, 2008). Nowadays 
sponsorship can be more applicable and important since it can alter consumers’ perceptions and 
brand images, because of their credibility (Balasubramanian, 1994), ability to create goodwill 
toward the sponsor (McDonald, 1991; Crimmins & Horn, 1996), and avoidance of blatantly 
obvious commercial intentions (Quester & Thompson, 2001). Worldwide annual spending on 
sponsorship is now estimated to top $20 billion in North America (International Events Group, 
2014). Also In 2009, a total of 12.1 billion U.S. dollars was spent on sponsorship in Europe 
(International Events Group, 2014). The following graph depicts the total volume of sponsorship 
spending worldwide by region from 2009 to 2014 in billion U.S. dollars (See Figure 1).  
Figure 1. Global Sponsorship Spending by Region from 2009 to 2014 
 
Source: (International Events Group, 2014) 
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Therefore, sponsorship can potentially emerge in this context as one of the most accepted 
promotion tools among both companies and consumers (Bayerl & Rennhak, 2006; Bühler & 
Nufer, 2008). Event sponsorship in particular, has been recognised as an effective means 
through which companies can communicate with target markets and event attendees (Bühler & 
Nufer, 2008; Choi et al., 2011). 
Sponsorship can take many forms. For instance, a company can sponsor cultural events and 
artists, or support educational, environmental or social projects, or be a sponsor for sport events, 
which are the most popular type of sponsorship (Nufer & Bühler, 2010). Furthermore, in many 
countries, sporting events can be, and are sponsored by alcohol companies (Jones, 2010). 
Howard and Crompton (1995) noted that alcohol and tobacco companies have been the most 
prominent sponsors of sport over time.  
This has not been without controversy: “there is currently much debate between industry 
groups and public health advocates about the appropriateness of inexorably linking sport with the 
advertising and promotion of alcohol” (Jones, 2010, p. 250). In a saturated market, alcohol 
sponsorships can allow a link in the minds of consumers between the brand or product and a 
particular sport; in addition to other marketing tools used, such as “advertising campaigns”, 
“interactive websites”, “promotional materials and devices that associate sporting teams and 
individual players with the consumption of alcohol” (Jones, 2010, p. 251). Cornwell (2008) has 
also raised the issue of the inconsistency of using sport, which embodies a healthy and active life 
style, to promote products that can harm one’s health. 
An often cited reason for not changing the rules related to alcohol or tobacco industries’ 
sponsorship of sporting events is that such bans “would be disproportionate and would hit 
funding for grassroots sports projects” (Jones, 2010, p. 258). However, authors such as Jones 
(2010, p. 258) argue that the “dependence on alcohol sponsors is not ubiquitous, and many 
sporting codes and sporting events thrive in the absence of alcohol sponsors”. For instance, the 
2008 Beijing Olympics sponsors included financial services, electronics and computer products, 
personal care products, car manufacturers, telecommunications and transport services (Jones, 
2010). The problem is that sport sponsees’ primary impetus is financial need and the sponsor is 
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endeavoring to fulfill it. Jones (2010) proposed that a pre-requisite to tackling the increasing 
problem of alcohol-related harm among young people is to break the seemingly inexorable link 
between sports and alcohol. 
This was also one of the main considerations of the current research. The extant link between 
the events targeted at young people in particular and alcohol and its caused problem of alcohol-
related harm is an issue that should be examined. As mentioned above the association between 
the two, which at first glance can be a marketing tactic of sponsorship, of course can have 
several effects and they aimed to be investigated through the first three studies of the present 
research. In the first study the non-conscious effect of the association of the recalling sponsored 
event by alcohol company on university students tried to be examined and later in study two and 
three the effects of the event sponsorship by alcohol company on perceptions of the events and 
intentions to drink alcohol attempted to be studied. Later in study four, by adding persuasion 
knowledge use, attempted to be examined at least one of the ways that can reduce these 
influences of alcohol sponsors. 
In line with the objectives of the research in the following section the persuasion knowledge 
model and research concerning this model will be presented. 
2.3. The Persuasion Knowledge Model 
2.3.1. Overview 
The Persuasion Knowledge Model by Friestad and Wright (1994) presents the idea of how 
individuals use and interpret their persuasion knowledge, which later impacts on their responses 
to persuasion attempts (Friestad & Wright, 1994). In the processes of buying and selling 
consumers try to interpret marketers’ sales persuasions and advertising which leads to the 
development of a kind of personal knowledge in consumers’ mind. This knowledge is called 
‘Persuasion Knowledge’ (Friestad & Wright, 1994). The expression “persuasion attempt” is used 
to describe, “a target's perception of an agent's strategic behavior in presenting information 
designed to influence someone's beliefs, attitudes, decisions, or actions” (Friestad & Wright, 
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1994, p. 2). “Agent” represents those who are “responsible for designing and constructing a 
persuasion attempt” and “target” refers to “those people for whom a persuasion attempt is 
intended” (Friestad & Wright, 1994, p. 3). 
In the model, it is assumed that people’s persuasion knowledge is “developmentally” and “to 
some degree, historically” contingent (Friestad & Wright, 1994, p. 1). Individuals’ persuasion 
knowledge develops throughout their lifetime; also it can differ from one culture to another and 
from one generation to the next as far as different cultural factors influence different generations’ 
thinking and ideas (Friestad & Wright, 1994). Moreover, individuals’ persuasion knowledge stems 
from many sources such as “individuals’ social interactions; conversations about how thoughts, 
feelings and behaviours can be influenced; observing marketers and other known persuasion 
agents and from commentary on advertising and marketing tactics in the news media” (Friestad 
& Wright, 1994, p. 1). 
According to the model (Figure 2), three knowledge structures interrelate to form the 
“outcomes of the persuasion attempt: a) persuasion knowledge b) agent knowledge (beliefs 
about the traits, competencies and goals of the persuasion agent) c) topic knowledge (beliefs 
about the topic of the message)” (Friestad & Wright, 1994, p. 3).  
Chapter2. Literature Review 
 19 
Figure 2.The Persuasion Knowledge Model 
 
Source: (Friestad & Wright, 1994, p. 2) 
The main idea is that one of consumers’ primary reactions to marketers’ sales presentations 
and advertising is to understand and interpret their persuasion episode and next try to evaluate it 
and give appropriate response to the advertisers or marketers (Campbell & Kirmani, 2000). This 
process, over time, constructs and develops persuasion knowledge about motives and tactics 
used in persuasion attempts with consumers (Campbell & Kirmani, 2000). The existence of this 
knowledge in consumers’ minds assists them to recognise “how, when and why marketers” 
attempt to impact on them; and also this knowledge helps consumers to respond to 
salespersons’ persuasion attempts willingly so as “to achieve their own goals” as well (Friestad & 
Wright, 1994, p. 1).  
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In fact, in the persuasion knowledge model, persuasion is considered as “a dyadic interaction 
between the persuasion agent and the target” (Kirmani & Campbell, 2004, p. 574). In the 
routine of life, individuals “often move rapidly and fluently between the roles of target and agent” 
while their persuasion knowledge helps them to have this flexibility “by providing them with the 
resources necessary to do the basic tasks of persuasion coping and persuasion production” 
(Friestad & Wright, 1994, p. 3). 
One point is that Friestad and Wright (1994), in conceptualizing the persuasion knowledge 
model, considered the targets as “resourceful participants” who are able to choose their own 
“response tactics” in order to respond to the agent’s persuasion tactics and the direction of the 
response is considered neutral (p. 3). In other words, targets’ responses to the agents’ 
persuasion tactics do not necessarily result in “resistant responses” (Wei, Fischer, & Main, 2008, 
p. 35). However, later research demonstrates that the effect of activating of persuasion 
knowledge is unlikely to be the same and the results can be changed depending on the 
appropriateness of the agent’s tactics from the target’s viewpoint (e.g., Wei et al., 2008). If 
marketers are trying to “persuade by inappropriate, unfair or manipulative means” (Campbell, 
1995, p. 227) then the targets’ responses can appear negatively (Wei et al., 2008). In fact, 
resistance to persuasion attempts is the result of suspicion about the marketers’ motives and 
skepticism toward advertising claims, after the activation of persuasion knowledge, which in turn 
leads to less favourable agent attitudes (Campbell, 1995; Campbell & Kirmani, 2000; Jain & 
Posavac, 2004; Kirmani & Zhu, 2007). Empirical research supports this idea when results show 
that “triggering persuasion knowledge – by heightening consumers’ awareness that an agent is 
trying to influence them – negatively affects the efficacy of sales tactics” (Wei et al., 2008, p. 34). 
2.3.2. Persuasion Knowledge Use 
The persuasion knowledge model has a broad application across a variety of persuasion 
contexts and a considerable amount of research documents the use of the persuasion 
knowledge. For instance, in their studies, Kirmani and Zhu (2007) intended to show the 
conditions under which regulatory focus affected the activation and use of persuasion knowledge. 
They examined the effects of one motivational factor — regulatory focus — on the activation of 
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persuasion knowledge (and thus, brand evaluations). They concluded that compared with a 
promotion regulatory focus, a prevention focus increases sensitivity to the advertiser’s 
manipulative intent. Specifically, when message cues make manipulative intent moderately 
salient, prevention-focused participants are more likely to activate persuasion knowledge and give 
less favourable brand evaluations than promotion-focused participants. When message cues 
make manipulative intent highly salient or when manipulative intent is not salient, brand 
evaluations do not differ across regulatory foci. In addition, externally priming suspicion of 
manipulative intent makes promotion-focused participants react similarly to prevention-focused 
participants, suggesting that regulatory focus affects vigilance against persuasion (Kirmani & Zhu, 
2007). 
Apparently, the importance of persuasion knowledge accessibility is one of the most common 
points in the findings of these studies. In other words, the accessibility of the relevant knowledge 
structures and anything that makes persuasion knowledge more accessible will increase its use 
(Williams, Fitzsimons, & Block, 2004). In their research, Williams, Fitzsimons, and Block (2004) 
argued that for persuasion knowledge to have an effect on consumers, it must be activated by 
salient cues. They demonstrated that the mere-measurement effect of intention questions occurs 
because just answering them leads to “the respondents’ likelihood to engage in the target 
behaviour” and consequently show a greater impact on respondents’ behaviour in the future (p. 
540). However, if consumers perceive and interpret the intention questions as persuasion tactics, 
then they are more likely to “protect themselves from” these tactics and their “potential impact 
on their behaviour” (p. 541) and the influence of this activation on their behaviour will be less 
than in the first condition. Campbell and Kirmani (2000, p. 69) posed that using persuasion 
knowledge to interpret a persuasive attempt is an effortful process and is most likely to appear 
when consumers have “unconstrained resources” available for processing. In other words, 
without “adequate cognitive resources” to support this use of persuasion knowledge consumers 
may not be able to apply their knowledge of a persuasion tactic despite recognising it as such 
(Williams et al., 2004, p. 544).   
The research by Pechmann and Wang (2010) once more demonstrated persuasion 
knowledge use and that accessibility is the key to increasing its use. They examined an epilogue 
that disclosed the programme’s persuasive intent and evoked persuasion knowledge. Participants 
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were randomly assigned to view one of the edited versions of the programme, which presented 
(1) attractiveness, prevalence, and disapproval messages about smokers; (2) attractiveness, 
prevalence, approval, and disapproval messages about smokers, or (3) the control (no smoking 
content). Each participant also was randomly assigned to view an epilogue or not before the 
programme’s closing credits. The epilogue was counter-productive among smokers, weakening 
their smoker disapproval beliefs and increasing their smoking intent. The epilogue created a 
boomerang effect among smokers even when it appeared after a control programme that 
contained no smoking. By alerting smokers that the programme sponsor was trying to dissuade 
them from smoking, the epilogue caused them to react adversely and become more pro-
smoking. 
In this connection the present research was motivated to apply the persuasion knowledge use 
with regard to event sponsorship of alcohol companies. Exclusively, study four of the research 
tested the effect of persuasion knowledge use by individuals on their own perceive and attitudes 
towards alcohol and their intentions to drink, which were under the influence of alcohol 
sponsorship of the events targeted at young people. Knowing that persuasion knowledge use and 
that accessibility is the key to increasing its use (Pechmann & Wang, 2010), it was attempted to 
employ some persuasive cues dealing with the goals of alcohol companies’ sponsorship in the 
study by this premise that individuals may not perceive sponsorships and related collateral 
communications as persuasion attempts (Cornwell, Weeks, & Roy, 2005). Therefore, perhaps, 
the mention of a message that shows the gained benefits of the sponsors by this sponsorship 
can be enough to make their ulterior motives accessible, which leads individuals to question the 
reasons behind alcohol sponsorships of the events. The activation of the persuasion knowledge in 
individuals subsequently resulted in several effects on their evaluation of the sponsored event 
and also their intentions to drink, which later will be explained in details. 
As mentioned earlier the impacts of sponsorship on individuals are not necessarily occurring 
consciously and most of them are perceptible under the automatic or non-conscious mental 
processes. This matter will be explicated in the next section that is conscious and non-conscious 
processes. 
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2.4. Conscious and Non-Conscious Processes 
Conscious mental processes are “mental acts of which we are aware that we intend (i.e., that 
we start by an act of will), that require effort and that we can control (i.e., we can stop them and 
go to something else if we choose)” (Bargh & Chartrand, 1999, p. 463). On the contrary, non-
conscious processes are those processes that do not have all the defining features of a conscious 
process (Bargh, 1996; Bargh & Chartrand, 1999); i.e. they are “automatic” and “happen no 
matter what as long as certain conditions are met” (Bargh & Chartrand, 1999, p. 464).  
In our daily life we can find many automatic devices and systems, which are very 
advantageous. They are all devised to free us from tasks, they save our energy and time and are 
more reliable since they make fewer errors than humans (Bargh & Chartrand, 1999). A simple 
example can be an automatic answering machine. Similarly to the functioning of these automatic 
devices, “automatic or non-conscious mental processes free one’s limited conscious attentional 
capacity from tasks in which they are no longer needed” (Bargh & Chartrand, 1999, p. 464). 
Automatic processes “are un-intentional, non-conscious, relatively effortless and ballistic (running 
to completion once started without any further conscious direction or guidance)” (Hassin, Bargh, 
& Zimerman, 2009, p. 21). Regardless of the above-mentioned advantages of automatic or non-
conscious processes, they possess disadvantages such as their rigidity or inflexibility (Hassin et 
al., 2009). Shiffrin and Schneider (1977, p. 127) posited that controlled or conscious processes 
are “easily established, altered and even reversed by the subject” while automatic processes are 
“difficult to alter, to ignore or to suppress once learned”.  
These two types of mental processes are known by a variety of names “conscious--non-
conscious”, “controlled--automatic”, “explicit--implicit”, “systematic--heuristic” (Bargh & 
Chartrand, 1999, p. 476). In the current written work “conscious--non-conscious” is used in most 
cases although using each of the above names conveys the same meaning. 
Four major historical perspectives of 20th century psychology have emerged in answer to the 
age-old question of free will: Do people consciously and actively choose and control their various 
experiences and behaviours? (Bargh & Chartrand, 1999; Bargh & Ferguson, 2000). Regarding 
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the first perspective, biological impulses are the only factors that shape human behaviour and 
the unconscious interplay of the psychic puts those impulses into motion (Bargh & Chartrand, 
1999). On the contrary, the second perspective, of behaviourist theory, places the source of the 
control on human behaviour in external stimulus conditions and events but it accepts that the 
behaviour is outside conscious control (Bargh & Chartrand, 1999). The third main perspective, 
which was the reaction to the then-dominant Freudian and behaviourist perspectives, proposed 
“causal self” as a mediator between the environment and one’s responses to it can be the 
determiner for human behaviour but differently from previous perspectives it is considered that 
behaviour is determined consciously (Bargh & Chartrand, 1999, p. 463). Finally, the 
contemporary cognitive perspective tries to rely on psychological phenomena in terms of a 
“deterministic mechanism” (Bargh & Chartrand, 1999, p. 463). This viewpoint acknowledges 
that psychological phenomena “are determined jointly by processes set into motion directly by 
one’s environment and by processes instigated by acts of conscious choice and will” (Bargh & 
Chartrand, 1999, p. 463). In other words, in this dual-process model the psychological 
phenomenon in question is affected simultaneously by conscious and non-conscious processes 
(Bargh & Chartrand, 1999).  
This recent perspective became the norm in studying several phenomena in psychology 
(Bargh & Chartrand, 1999) such as social perception and judgment (Gilbert, 1991; Bargh, 
1994), attitudes and perception (Cacioppo, Feng Kao, Petty, & Rodriguez, 1986; Chaiken, 
Liberman, & Eagly, 1989; Fazio, 1990) and emotional appraisal (Lazarus, 1991). Therefore, 
these two facts of conscious causation of mental and behavioural processes, and the fact of 
automatic or non-conscious triggered processes, are accepted by psychology as Bargh and 
Chartrand (1999) contended. They believed there is no longer any doubt about their existence. 
However, the debate concerning this view has switched to the circumstances under which one 
versus the other controls the mind; and finding out which of them (conscious or non-conscious 
causes) is predominant in shaping everyday life’s evaluation, motivations and behaviour (Bargh & 
Chartrand, 1999). 
This research focused on the second stream, that is, non-conscious causes and so this point 
of view will be pursued further. 
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In order to understand better it is useful to describe two very interesting experiments. The 
compared results of two sets of experimental evidence are interesting. The description of the first 
experimental evidence is: 
Paris, 1986: The doctor accompanies two of his patients to various locations around the city. 
The patients had suffered a stroke, which had damaged portions of their prefrontal cortex, critical 
areas for planning and control of action. In the doctor’s surgery, one of the patients gives the 
doctor a physical exam using the equipment and utensils available. Then, after spending thirty 
minutes in the doctor's apartment, the doctor escorts the two of them out to the balcony, 
casually mentions the word museum, and leads them back inside. Their behaviour becomes 
suddenly different: they scrutinize the paintings and posters on the wall with great interest, as 
well as the common objects on the tables, as if each was an actual work of art. Afterwards, the 
patient goes to the bedroom, sees the bed, undresses and gets into it. Throughout these and 
several other situations, neither of the patients is able to notice anything unusual about their 
behaviour (Bargh, 2005). 
The evidence demonstrates exactly that action tendencies can be activated and triggered in 
the absence of awareness of those causal triggers or outside the individual’s consciousness 
(Bargh, 2005). The second experimental evidence is as follows:  
New York, 1996: In a concept priming (i.e. random assignment of test units to experimental 
and control groups) experiment, aiming to examine the effects of the priming condition on 
behaviour, university students are tested. In an ostensible language test, students are presented 
with lots of words. For some students, words synonymous with rudeness are included in this test; 
for others, words synonymous with politeness are included instead. As soon as this test is done, 
all the students are sent down the hall, where they are confronted with a staged situation in 
which it is possible to act either rudely or politely. Although participants show no awareness of 
the possible influence of the language test, their subsequent behaviour in the staged situation is 
a function of the type of words presented in the test (Bargh, 2005). 
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One common point in these cases is that the individuals’ behaviour is being controlled by 
external stimuli, not by their own consciously accessible intentions. Consequently, individuals are 
often unaware of the causes of their own behaviour (Bargh, 2005). 
According to Bargh and Morsella (2010) within the last three decades, the understanding of 
how non-conscious processes operate has improved a hundredfold. In the 1980s, discoveries of 
non-conscious processes were viewed as mysterious (Bargh & Morsella, 2010). However, after 
several studies, non-conscious processes are no longer seen as miracles and it has become clear 
how these processes work (Bargh & Morsella, 2010). This operation has been explained 
precisely by Bargh and Morsella (2010) in a model called “Unconscious behavioural guidance 
systems”. The model is established in several papers on priming and the non-conscious in social 
psychology that demonstrated the openness of the human mind to environmental influences and 
consequently a necessarily decreased role of conscious causation (Bargh & Morsella, 2010).  
According to the model presented by Bargh and Morsella (2010, p. 6) non-conscious 
behavioural guidance systems have two stages: “the initial automatic activation of the mediating 
system by external stimuli (step1)” and “that system’s effect on behaviour (step 2)” (See Figure 
3). Step 1 (solid lines) refers to automatic activation of distinct internal information processing 
systems; Step 2 (dotted lines) refers to automatic influences of these activated systems on 
behaviour. 
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Figure 3.  Unconscious Behavioural  Guidance Systems 
 
Source: (Bargh & Morsella, 2010, p. 6) 
In fact, there are four mental systems directly and unconsciously activated by external stimuli: 
“perceptual”, “evaluative”, “motivational” and “emotional” (Bargh & Morsella, 2010, p. 6). The 
key point in the first one, perceptual mental system, is that individuals as social objects are 
categorized in terms of their social groups such as race, gender and roles, and each social group 
has its own traits, so that individuals as social perceivers automatically go beyond the information 
given and experience the pre-conscious analysis of the environment that is continually evolving 
during normal perceptual activity (Bargh & Morsella, 2010). Consequently, these imitative 
impulses play a major role in individuals’ lives, causing them to have default tendencies to act in 
the same way as other people around them (Bargh & Morsella, 2010). Thus, the action of other 
people unconsciously and unintentionally guides individuals’ behaviour. This result has been 
repeatedly shown in several studies (e.g., Chartrand & Bargh, 1999; Lakin & Chartrand, 2003; 
Chartrand, Maddux, & Lakin, 2005). For instance, Wiltermuth and Heath (2009) pointed to the 
widespread use of synchronous rituals by social groups over thousands of years of human 
history, and argued that these rituals serve the purpose of promoting cohesiveness within the 
group, such as: armies marching in lockstep, and worshippers at religious services standing, 
kneeling and singing in unison. Through experimental research they manipulated synchronous 
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activity. They carried out the experiments by having participants walk in step with each other (or 
not) on a stroll around campus, mouthing song lyrics together (or not) while listening to a well-
known song. Compared to those in the control group, those who acted in synchrony with each 
other were found to cooperate with each other to a greater extent across a variety of cooperative 
tasks (Wiltermuth & Heath, 2009). 
The theoretical background of the second mental system, the evaluative mental system, lies 
in the theory that suggests “preferences and feelings are unconscious guides to appropriate 
behaviour” (Bargh & Morsella, 2010, p. 12). If attitudes can become active on perception of the 
attitude object (Fazio, Sanbonmatsu, Powell, & Kardes, 1986; Bargh & Morsella, 2010), then the 
mere presentation of an attitude object name can non-consciously activate its associated 
evaluation (Bargh & Morsella, 2010). Finally, the unintended and immediate evaluation 
processes can be directly connected to approach and avoidance behavioural predispositions 
(Bargh & Morsella, 2010). Chen and Bargh (1999) demonstrated that participants are faster to 
make approach movements of the arm (pulling a lever towards oneself) when responding to 
positive attitude objects, and faster to make avoidance movements (pushing the lever away) 
when responding to negative attitude objects.  
The third mental system directly activated by external stimuli is the motivational mental 
system. This is based on the theory that “goals can be conceptualized as mental representations 
of desired end-states that include the means through which to attain those states” (Bargh & 
Morsella, 2010, p. 14). According to this theory, goals can be activated unconsciously by relevant 
environmental stimuli the same way other representations are activated (Bargh, 1990). Then 
these goals impact on the individual’s evaluations, emotions and behaviour (Bargh & Morsella, 
2010). In an experimental work by Aarts, Custers and Marien (2008) this has been 
demonstrated. They unconsciously manipulated both the goal of high performance (exertion) and 
the incentive attached to that goal; participants who had been subliminally primed with the goal 
of exertion did outperform a control group on the handgrip-squeezing task, but those primed 
simultaneously with both the exertion goal and positive stimuli outperformed everyone else.  
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Finally, the theoretical background of the emotional mental system, the fourth in this model, 
goes back to the argument originally proposed by Mowrer (1962): “emotions served to simulate 
the expected or anticipated outcomes of environmental events in a ‘safe’, internal manner so that 
behaviour could be guided without having to actually experience those outcomes” (Bargh & 
Morsella, 2010, p. 18). In other words, emotional states can trigger goals and motivational states 
non-consciously (Bargh & Morsella, 2010). Therefore these goals or motivational states as 
explained above can impact on an individual’s behaviour. For instance, “in the ‘endowment 
effect’ in behavioral economics research, people place a higher value on objects they possess 
than those they do not yet possess, resulting in the setting of higher prices to sell something they 
already have, compared to the price they would be willing to pay to acquire the same object if 
they did not already own it. Selling an object for a higher price than one would pay for it makes 
perfect, rational economic sense” (Bargh & Morsella, 2010, p. 19). Lerner et al. (2004) showed 
that the endowment effect could be moved around – even reversed – by manipulating 
participants’ emotional states. In an ostensibly unrelated first experiment, the researchers had 
participants think about something sad, or something disgusting, or neither in the control 
condition. Sad moods are known to trigger a goal to change one’s state. This goal was found to 
operate in the subsequent economic game, so that compared to the control condition, sad 
participants in the ‘buy’ condition were willing to spend more money (apparently to change state 
by acquiring the new object), and in the ‘sell’ condition, were willing to take less money (to 
change state by getting rid of the object) – thus reversing the usual endowment effect. 
Another point to be mentioned with this regard is that the process of automation itself is 
automatic, and the essential components for this automation are the frequent and consistent use 
of the same elements of mental processes under the same circumstances (See Figure 4) (Bargh 
& Chartrand, 1999). In other words, mental representations do not care about the source of the 
activation and just do the task they are designed to do as soon as they are activated. An example 
makes it more evident; “the activated mental representation is like a button being pushed: it can 
be pushed by one’s finger intentionally (e.g., turning on the electric coffeemaker) or accidentally 
(e.g., by the cat on the countertop) or by a decision made in the past (e.g., by setting the 
automatic turn-on mechanism the night before)” (Bargh & Chartrand, 1999, p. 476). This is how 
goals and motivations can ultimately become automatically activated by situations. 
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Figure 4. (a) Conscious, Intent ional  Meditat ion of  Goal Pursui t  wi thin a 
Si tuat ion and (b) Automatic Act ivat ion and Operat ion of Goals by 
Si tuat ional Features Fol lowing Repeated Choice of the Same Goal  
 
Source: (Bargh & Chartrand, 1999, p. 470) 
Summarizing, research has shown that perceptual, evaluative, motivational and emotional 
mental systems can directly and unintentionally become active by the environment and these 
mental systems in turn can affect individuals’ behaviour unconsciously. 
This idea - unconscious behavioural guidance systems - has been also considered in this 
research and specifically utilized in study one. The focus in this study particularly was on the 
motivational mental system and as mentioned formerly it is based on the theory that states goals 
can be conceptualized as mental representations (Bargh & Morsella, 2010) and theses goals can 
be activated unconsciously by relevant environmental stimuli (Bargh, 1990). As in the present 
research, it was assumed that sponsorship of alcohol company plays the role of the 
environmental stimuli and unconsciously is able to activate several goals such as feeling 
excitement; alcohol consumption to be drunk and forget the problems. This activation is 
unconsciously, because although these goals are frequently chosen consciously but over time 
they can become so accessible that they can be unconsciously activated (Bargh, 1990; 
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Kruglanski, 1996; Bargh, Gollwitzer, Lee-Chai, Barndollar, & Troetschel, 2001; Shah, Kruglanski, 
& Friedman, 2003; Custers & Aarts, 2007). In other words, when a particular goal - in this 
research for instance alcohol consumption and being drunk in order to forget the problems – is 
consistently and repeatedly activated in a specific situation – sponsorship of university event by 
an alcoholic beverage brand - an association is created such that the goal is automatically 
activated (i.e. outside of conscious awareness) whenever the person encounters, or is even just 
reminded of, that same situation (Shiffirin & Dumais, 1981; Wegner & Bargh, 1998; Aarts & 
Dijksterhuis, 2000; Aarts & Dijksterhuis, 2003). The same as this example, “after consistently 
and repeatedly choosing the goal to be polite whenever you visit your parents-in-law, merely 
seeing your parents-in-law will unconsciously activate the goal of being polite” (Bongers & 
Dijksterhuis, 2009, p. 591). Also as mentioned above, these goals can be conceptualized as 
mental representations in individuals’ mind, which are pursued by sponsorship. Then these goals 
impact on the individual’s evaluations, emotions and behaviour (Bargh & Morsella, 2010) 
respecting to alcohol. Therefore, since the process of automation itself is automatic, and the 
essential components for this automation are the frequent and consistent use of the same 
elements of mental processes under the same circumstances (Bargh & Chartrand, 1999), it was 
presumed that the repeated alcohol companies’ sponsorship of university events leads to the 
increased association effects over time that it in turn causes the unconscious advent of alcohol 
consumption goal. Thus, the individuals’ intentions to drink examined by exposuring them to an 
event associated with an alcoholic beverage sponsor in study one. This study like as other studies 
will be explained in details later.  
Introducing last part of the literature review, social marketing will be presented. In fact, the 
obtained results of the studies can be implemented in the area of social marketing, as its main 
aim is to attain social good and it focuses on changing behaviour. The following section will 
describe it. 
2.5. Definition of Social Marketing 
Marketing is about the exchange of values between producer and user or consumer (Kotler & 
Zaltman, 1971). Exchange is a central concept in marketing (Kotler & Zaltman, 1971). In fact the 
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consumer is more likely to purchase a product or service if it is promoted in such a way that the 
consumer perceives it of sufficient value (Kotler & Zaltman, 1971). Social marketing carries the 
same general concept of marketing.  
There are many different definitions of social marketing and each of them has its own 
criticisms to the extent that the proliferation of definitions prompted Andreasen (2006) to point 
out the lack of consensus as a possible barrier to social marketing's future development. 
Nevertheless, there is no doubt that all of them concur with the idea that social marketing has 
the generic and core concepts of marketing. Furthermore, three key elements commonly appear 
in the vast majority of these definitions: the main objective of social marketing is to attain a 
particular social good rather than commercial benefit, and so its primary focus is on changing 
behaviour; social marketing consists of a set of concepts and principles that are applicable in 
policy formulation and implementation of social change programmes; and finally, social 
marketing is a systematic process that can develop by learning, applying and evaluation (French 
et al., 2011). 
Kotler and Zaltman (1971) first coined the term social marketing in order to describe a new 
and expanded role for marketing practice in the trade of idea and behavioural change. They 
define social marketing as: “the explicit use of marketing skills” to aid translate current “social 
action efforts into more effectively designed and communicated programmes that elicit desired 
audience response” and also, “the design, implementation and control of programmes 
calculated to influence the acceptability of social ideas and involving considerations of product 
planning, pricing, communication, distribution and marketing research” (Kotler & Zaltman, 1971, 
p. 5). Andreasen (1995, p. 7) defines it as “the application of commercial marketing 
technologies to the analysis, planning, execution and evaluation of programmes designed to 
influence the voluntary behaviour of target audiences in order to improve their personal welfare 
and that of society”. Boehm and Itzhaky (2004) state that social marketing is aimed at 
concentrating on changing attitudes and behavioural patterns of various target groups to achieve 
the well-being of society as a whole. To do so, it applies the marketing approaches from the 
business world to management of social programmes. 
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Reviewing the literature reveals that Kotler’s work, as a key factor in the continuing 
development of social marketing, has influenced major sections of the United States social 
marketing community (Dann, 2010). However, there is another definition of social marketing by 
the British National Social Marketing Centre (NSMC) which defines social marketing as “the 
systematic application of marketing concepts and techniques to achieve specific behavioral goals 
relevant to a social good” (Dann, 2010, p. 148). This definition was first published in Social 
Marketing Quarterly by French and Blair-Stevens (2006). However, it is more commonly known 
as the NSMC (2006) definition (Dann, 2010). In fact, the definition was introduced to provide a 
centralized framework for recognizing social marketing in practice in the United Kingdom (Dann, 
2010).   
2.5.1. Principles of Social Marketing 
Eight operational principles construct the social marketing intervention. The process of social 
marketing intervention can include one or more of these eight criteria and the extent to which an 
intervention is a social marketing intervention increases with the number of social marketing 
criteria met (Janssen, Mathijssen, Van Bon–Martens, Van Oers, & Garretsen, 2013).  
The social marketing customer triangle below (See Figure 5) highlights a number of main 
concepts and principles of social marketing mentioned above and includes: Customer 
Orientation, Behavioural Focus, Theory, Insight, Exchange, Competition Analysis, Segmentation 
and Method Mix (French & Blair-Stevens, 2007; French et al., 2011; Janssen et al., 2013). In the 
following sections each of the principles will be demystified: 
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Figure 5. The Customer Tr iangle 
 
Source: (French & Blair-Stevens, 2007) 
1. Customer Orientation: This principle focuses on the needs, wants and attitudes of 
individuals within their social context. This perspective assists in avoiding top-down approaches 
and the situation in which the intervention is devised before gaining an actual understanding of 
the issues (French et al., 2011). As the customer triangle shows the customer is the focus of all 
social marketing projects. 
2. Behavioural Focus: Establishment of clear and attainable behavioural goals is one of the 
main principles of social marketing. As far as the chief purpose of social marketing is the 
achievement of sustainable behaviour in the long term, sustainable plans and actions should be 
considered. Therefore, a realistic and measurable behavioural goal is the component of the 
successful social marketing plan (French et al., 2011). 
3. Theory: For two reasons, social marketing must use the principle of theory. First, to 
understand the underlying factors and ideas about what may impact on behaviour in a particular 
situation. Secondly, to design suitable projects and develop interventions in a later phase in order 
to influence people’s target beghaviour (French et al., 2011). Figure 6 shows this as a process. 
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Figure 6.  The Process of Apply ing Theory in Intervent ion 
 
Source: (French & Blair-Stevens, 2007) 
4. Insight: This principle examines why people behave the way they do. To attain such insight 
required moving beyond simple, traditional information, and searching for the impacts on the 
individuals’ behaviours and the drivers of those behaviours (French et al., 2011). In other words, 
insight is more than just pieces of data. It is what the data can tell us about people’s feelings, 
motivations and current behaviour. Figure 7 shows the process of achieving insight in the social 
marketing intervention and Figure 8 illustrates this process with some examples.   
Figure 7.  Insight in Social  Market ing Intervent ion 
 
Source: (Hopwood & Merritt, 2011, p. 57) 
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Figure 8.  Example for Insight in Social  Market ing Intervent ion 
 
Source: (Hopwood & Merritt, 2011, p. 58) 
5. Exchange: According to this principle, a value exchange (with the expectation of some 
benefits) should occur. The exchange can be either tangible or intangible but social marketing 
mostly focuses on creating values through service delivery rather than just providing products. 
Accordingly, the core intention at this stage is to increase the incentives for the targeted 
behaviours and eliminate the barriers to positive behaviours (French et al., 2011). Moreover, the 
social marketer’s task is to ensure that the benefits associated with the desired behaviour are 
equal to or greater than the costs. Figure 9 demonstrates the examples of: 1. Smoking, 2. 
Immunization, 3. Condom use. 
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Figure 9.  Exchange in Social  Market ing Intervent ion 
 
Source: (French & Blair-Stevens, 2007) 
6. Competition Analysis: According to this principle, competition, which is all the forces that 
compete for people’s attention and willingness or ability to adopt a desired behaviour, must be 
clear. In social marketing, there are two categories of competition:  external competition (includes 
those directly promoting undesirable behaviours), and internal competition (including influences 
of individuals’ feelings, pleasure, enjoyment, risk taking, habit and addiction that can directly 
impact on an individual’s behaviour). Therefore, competition analysis in social marketing helps to 
recognise the opposing forces to lessen the impacts of the external and internal competitive 
forces (French et al., 2011). Figure 10 illustrates these external and internal competitive forces 
on individuals’ attention and engagement. 
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Figure 10.  External and Internal Compet i t ive Forces 
 
Source: (Hopwood & Merritt, 2011) 
7. Segmentation: Audience segmentation as a social marketing process divides a 
heterogeneous target group into more homogeneous segments, based on motives, values, 
behaviours, attitudes, knowledge and opinion. Then, developing an intervention based on these 
factors for a target segment increases the chance of the audience adopting the targeted 
behaviour (French et al., 2011).  
8. Method Mix: The last chief principle of social marketing is to apply a mix of interventions. It 
is important to mix interventions, because a mix will be more successful than one single 
intervention (French et al., 2011). Here the important task of social marketing is to select and 
launch the right mix of interventions based on the situation (French et al., 2011). Four primary 
intervention domains are: 1. Informing/Encouraging 2. Servicing/Supporting 3. 
Designing/Adjusting environment 4. Controlling/Regulating (French & Blair-Stevens, 2007). 
Considering the above-mentioned principles, it should be pointed out that social marketing 
can be considered in two major and distinct ways, strategically and operationally (French, 2012): 
In strategic social marketing, the concepts and principles of social marketing are applied to 
inform and enhance strategic discussions, and guide policy development and intervention option 
identification. Therefore, this approach is focused on shaping the nature of the social policy and 
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subsequent strategy as well as making a contribution to operational delivery. In operational social 
marketing, the concepts and principles of social marketing are used as a process and worked 
through systematically to achieve specific behavioural goals. The total process-planning model 
below sets out such a basic planning approach (See Figure 11). 
Figure 11. Strategical  and Operat ional Socia l  Market ing Schema 
 
Source: (French, 2012) 
2.5.2. Public Policy Related to Alcohol and Social Marketing 
Alcohol consumption, and intoxication as its first and most immediate consequence, is a very 
old phenomenon, around which societies have developed various restraints and encouragements 
(McCreanor et al., 2008). Given the particular vulnerability of young people to the negative 
consequences of immoderate alcohol consumption, it is of interest to improve our knowledge of 
the key drivers of drinking among youth (McCreanor et al., 2008).  
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The literature clearly shows that alcohol promotion can be pernicious in its likely influence on 
subsequent drinking. Grube and Wallack (1994), for instance, found positive associations 
between advertising exposure and intention to drink. Similarly, a longitudinal study by Connolly, 
Casswell, Zhang and Silva (1994) found a linear relationship between recall of beer 
advertisements and later consumption in 15-year-old boys. Casswell and Zhang (1998) showed 
links between liking alcohol advertisements and later drinking and violence. As Babor et al. 
(2003) pointed out, exposure to repeated high-level promotion instills pro-drinking attitudes and 
furthermore, increases the likelihood of heavier drinking. Ellickson, Collins, Hambarsoomians and 
McCaffrey (2005) exposed 12–13 year olds to alcohol marketing materials in television, 
magazines, event promotions and point of sale advertising, and found that exposure to multiple 
modes of marketing influenced drinking later in youth. Snyder, Milici, Slater, Sun and Strizhakova 
(2006) found that alcohol consumption has a linear relationship with exposure to advertising and 
advertising expenditure in youth markets, for young people both over and under the legal drinking 
age. Collins, Ellickson, McCaffrey, and Hambarsoomians (2007) found that among sixth grade 
pupils, exposure to alcohol marketing strongly predicted both intention to drink and drinking 
behaviour.  
Studies of young people’s levels of exposure to alcohol marketing give serious cause for 
concern: Bitarello do Amaral, Lourenco and Ronzani (2006) look at patterns of consumption and 
beliefs about alcohol among university students. They conclude that the more positive students’ 
beliefs about alcohol and its effects, the higher the scores in the Alcohol Use Disorders 
Identification Test (AUDIT), which measures patterns of alcohol use among students. The authors 
conclude that certain beliefs are associated with risk behaviours, and propose that identifying 
these beliefs can contribute to prevention strategies and health promotion. They further suggest 
that action strategies with regard to this issue must be wide-reaching and directed toward cultural 
change (Bitarello do Amaral et al., 2006).  
It has been proposed that alcohol is normally grafted to positive dimensions of life among 
teenagers and adults, and is consumed socially in traditional ceremonies and family celebrations 
(Beck et al., 1993; Bitarello do Amaral et al., 2006). Evidence from the public health domain has 
demonstrated the links between “availability, consumption and harm” and has debated for 
supply controls (Edwards, et al., 1994; McCreanor et al., 2008, p. 938). However, some authors 
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argue that more recently “the entrenchment of neoliberal ideologies in many jurisdictions has 
eroded public health alcohol policies and practices, in favor of industry-supported policies based 
on market forces and individual responsibility” (Hill & Casswell, 2004; Measham, 2006; Hall & 
Room, 2006; McCreanor et al., 2008, p. 938).  
Based on previous facts and research findings, the existence of public policies that can 
control and regulate this social issue is a real requirement. Therefore, the definition of alcohol 
policy and the approaches it applies to achieve its goals will be articulated as follows.  
Alcohol policy is defined broadly as “any purposeful effort or authoritative decision on the part 
of governments or non-government groups to minimize or prevent alcohol-related consequences” 
(Babor, et al., 2003, p. 1345). It is evident that one of the objectives of local and national 
governments is to prevent their inhabitants from excessive drinking of alcohol. With this aim and 
also to reduce the economic and social harm, three approaches in alcohol policy can be 
distinguished (Janssen et al., 2013). 
The goal of the first approach is to limit the availability of alcohol (“supply reduction”), which 
is possible for instance by restricting opening hours/locations where inhabitants can buy alcohol, 
by raising the minimum legal drinking age, and by increasing the price of alcoholic beverages 
(Janssen et al., 2013, p. 2). The second approach is intended to modify the drinking context 
(“harm reduction”) (Janssen et al., 2013, p. 2). In other words, by applying this approach the 
damage and the risks which drinking alcohol can cause can be lessened. Educating bar staff to 
sell alcohol in a responsible way (Saltz, 1997), and interventions that reduce injury and violence 
(Ritter & Cameron, 2006) are examples of this approach. Finally, the third approach, “education 
and persuasion” or “demand reduction”, is aimed at informing individuals about the harm 
alcohol can cause and also changing alcohol-related attitudes and drinking behaviour (Janssen et 
al., 2013, p. 2). 
As may be seen, the principles of social marketing could be adopted in many aspects such as 
education and health promotion, and could be a useful method for alcohol education. 
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A study conducted recently aiming to reduce alcohol consumption among young people, 
assessed the impact of distributing an alcohol retailer toolkit, aimed at educating retailers on 
responsible alcohol sales. The toolkits were distributed via direct mail and found to be 
significantly associated with two behaviours that can help discourage underage alcohol 
purchases/sales, namely: increased signage in the establishment regarding ID checking and 
state regulations; and communication with employees on this topic. (Wolff, et al., 2010). 
Research in this area has also demonstrated that education on its own is the least effective 
way to lower harm. However, mass media campaigns can be effective in supporting public health 
policies. (e.g., Babor, et al., 2003; International Center for Alcohol Policies, 2004). 
The next section will show how the accepted definition of social marketing and its main 
principles were applied in various ways for the betterment of individuals, and society as a whole. 
2.5.3. Social Marketing Use 
Social marketing can help to promote social change: it can “develop more socially powerful 
and persuasive competing messages; use multiple channels including media, community 
outreach and mobilization, and develop social movements; and focus on social and health 
policies that affect individual behaviour and behavioural determinants” (Evans, 2008, p. 197). 
A number of studies have demonstrated that application of the social marketing approach 
could generate change in cases of destructive and negative behaviour patterns. For instance, by 
applying community-based social marketing process McKenzie-Mohr (2000) shows the possibility 
of developing and delivering environmental programmes and gaining positive results. Community-
based social marketing is composed of four steps: uncovering barriers to behaviours and then, 
based upon this information, selecting which behaviour to promote; designing a programme to 
overcome the barriers to the selected behaviour; piloting the programme; and then evaluating it 
once it is broadly implemented (McKenzie-Mohr & Smith, 2000).  
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In a case study, Boehm and Itzhaky (2004) investigated whether an intervention plan based 
on the social marketing approach and focused on changing attitudes and behaviour patterns of 
multiple community groups would succeed in increasing the patterns of reporting and treating of 
cases of sexual abuse. The findings supported adoption of the social marketing approach in 
dealing with cases where sexual abuse of children is silenced. Consequently, the authors 
conclude that the advantages of the social marketing approach revealed in the study may serve 
as a basis for practice and research regarding additional social issues, when it is necessary to 
change a harmful behaviour pattern in the face of community organization characterized by a 
conspiracy of silence.  
Other evidence of the effectiveness of application of social marketing is a survey by 
Niedderdeppe, Farrelly & Haviland (2004) related to smoking. Results from this research provide 
additional evidence that the “truth” campaign (an anti-tobacco company campaign in the United 
States) and Students Working Against Tobacco were successful in changing smoking behaviour 
among Florida teens. In fact, Florida’s “truth” tobacco countermarketing campaign was 
successful in reducing smoking among Florida teens. 
With respect to health-related messages and policies in particular, social marketing can help 
promote healthy behaviour, counter media messages about unhealthy behaviour, and encourage 
discussions between parents and children. In his review of a number of recent campaigns and 
programmes, from both the United States and other countries, Evans (2008) concludes that 
social marketing campaigns have been effective in helping to prevent and control tobacco use, 
improve nutrition, promote condom use and increase exercise or physical activity, as well as 
other positive health behaviours. Furthermore, social marketing can target not only individual 
behaviour, but also public policy (Evans, 2008). 
Finally, it appears that social marketing with its characteristics of “citizen-centric approach, 
evidence, insight and data driven”, and its “transparent and systematic planning and evaluation 
approach” has the potential to emerge as applicable and appropriate to most modern policy 
development and strategic planning in the public sector (French, 2012, p. 3). As policy-makers 
are faced with a number of difficult social policy issues - most of which relate to behaviour – and 
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as social marketing has many of the solutions to these problems, a set of principles that can help 
define and develop effective policies, strategies and direct interventions of social marketing could 
be the best means to be considered. (French, 2012).  
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Chapter 3.   Hypotheses and Methodology 
In this chapter of the thesis the research questions and objectives, along with the hypotheses 
and an overview of the methodology and studies will be described.  
3.1. Research Questions and Objectives 
The main objective of this research was to investigate the impact of event sponsorship by 
alcohol companies on participants’ perceptions of the events and their intentions to drink and 
how the persuasion knowledge may modify its influence. In line with the chief objective, the 
general questions of the research are as follows: 
1. Do alcohol company sponsors alter individuals’ intentions to drink alcohol? 
2. Does an event sponsored by an alcoholic company affect participants’ perceptions 
and attitudes towards the event and intentions to drink alcohol in the event? 
3. Does individuals’ use of persuasion knowledge modify the influence of sponsorship? 
The specific research questions are: 
1. What effect does an event associated with an alcoholic company have on 
participants’ intent ions to drink alcohol? 
2. What effect does an event sponsored by an alcoholic company have on 
participants’ intent ions to drink alcohol? 
3. To what extent can an event sponsored by an alcoholic company have impact on 
participants’ percept ions and att i tudes towards the advertised event? 
4. What is the effect of participants’ use of persuasion knowledge on their 
intent ions to drink alcohol? 
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5. To what extent can participants’ use of persuasion knowledge have impact on 
their percept ions and att i tudes towards the advertised event? 
Answering these questions led to the following objectives: 
1. To determine the effect of an event associated with an alcoholic company on 
participants’ intent ions to drink alcohol. 
2. To determine the effect of an event sponsored by an alcoholic company on 
participants’ intent ions to drink alcohol. 
3. To recognise the impact of an event sponsored by an alcoholic company on 
participants’ percept ions and att i tudes towards the advertised event. 
4. To understand the effect of participants’ use of persuasion knowledge on their 
intent ions to drink alcohol. 
5. To realize the impact of participants’ use of persuasion knowledge on their 
percept ions and att i tudes towards the advertised event. 
In the following section the detailed justification of the research hypotheses according to the 
literature review will be presented. 
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3.2. Previous Research and Propositions 
As reviewed previously the sponsorship of events - sports events in particular - by alcohol 
companies has not been without controversy. While proponents highlight the costs of such events 
and their need for sponsor money (whatever the sponsor) critics such as health advocates 
question the appropriateness of “inexorably linking sport with the advertising and promotion of 
alcohol” (Jones, 2010, p. 250). In fact, many of the same issues can be raised with respect to 
alcohol company sponsorship of any event targeted at young people. 
On the other hands, according to the literature it became clear that the motivational mental 
system is based on the theory that states goals can be conceptualized as mental representations 
(Bargh & Morsella, 2010) and theses goals can be activated unconsciously by relevant 
environmental stimuli (Bargh, 1990). Therefore, seeing alcohol companies’ sponsorship as the 
environmental stimuli, they are able to activate several goals (such as feeling excitement; being 
drunk and forget the problems) unconsciously, which are pursued by sponsorship as mental 
representations in individuals’ mind. Then these goals impact on the individual’s evaluations, 
emotions and behaviour (Bargh & Morsella, 2010) related to alcohol. Building on the idea of the 
“inexorable link” (Jones, 2010) that can be created in consumers’ minds between a sponsor and 
the event it is sponsoring, and that the repeated alcohol companies’ sponsorship of university 
events increases the results of their impact over time, it is proposed that the association between 
the two (sponsor and event) can become strong enough over time, that the event alone, 
independent of any mention of its sponsor, will be sufficient to increase drinking intentions. On 
this basis the first hypothesis of the current research is: 
H1. Exposure to an event associated with an alcoholic beverage sponsor will trigger 
intent ions to dr ink. 
It is interesting to note that while it is generally accepted that consumers, younger ones in 
particular, need some measure of protection against the risks of immoderate drinking (as 
manifest in drinking age laws or regulations pertaining to the advertisement of alcoholic 
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beverages), sponsorships seem able to contravene some of these habitual restrictions on alcohol 
promotion, such as the time of day during which such promotion is permitted.  
It is no wonder then, that in an era where traditional promotional tools are losing their power 
to sway and attitudes toward advertising are becoming less favourable (Bühler & Nufer, 2008), 
companies are increasingly turning to sponsorship. Indeed, it has been argued that sponsorships 
are not only an effective means of communication between the company and its target market or 
event attendees (Bühler & Nufer, 2008), but that they are now one of the most widely accepted 
promotional tools – not just among firms, but among consumers as well.  
Given the associations created through sponsorship between an event and its sponsor (Jones, 
2010), it seems plausible to expect that when exposed to an event sponsored by an alcoholic (vs. 
non-alcoholic) beverage brand regardless of knowing the brand in question, consumers will report 
greater intentions to drink alcohol at that event. Therefore: 
H2a. Young people’s intent ions to dr ink beer at an event will be greater when that 
event is sponsored by an alcoholic (vs. non-alcoholic) beverage brand. 
This influence is in such a manner that the atmosphere of the event sponsored by an 
alcoholic (vs. non-alcoholic) beverage brand – even an unknown brand – is expected to lead to 
the idea that the event itself can encourage participants to drink alcohol: 
H2b. Young people will be more likely to think that an event would encourage them 
to dr ink alcohol  when that event is sponsored by an alcoholic (vs. non-
alcoholic) beverage brand. 
The same predictions related to intentions towards alcohol consumption can be valid for the 
situation in which the sponsor is a well-known brand. It is therefore predicted that: 
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H3a. Young people’s intent ions to dr ink beer at an event will be greater when that 
event is sponsored by a wel l -known alcoholic (vs. non-alcoholic) beverage 
brand.  
Furthermore, given the stereotypes regarding alcohol consumption and the common 
association of drinking behaviour with excitement, an alcohol sponsored event is expected to be 
perceived as more exciting than one sponsored by a non-alcoholic beverage. Thus:  
H3b. Young people will perceive an event as more exci t ing when that event is 
sponsored by a wel l -known alcoholic (vs. non-alcoholic) known beverage 
brand. 
Additionally, it is predictable that the associations created through sponsorship between an 
event and its sponsor (Jones, 2010) can have more effects on various aspects of perception of 
that event, such as recommending for participation in that event to friends while intending to 
participate in the event oneself. It is also expected that this attitude will not be formed unless the 
individual thinks the event will help them forget their problems and will encourage drinking 
alcohol to feel more relaxed and free. Thus it is proposed that: 
H3c. Young people will recommend part ic ipat ion in an event to their friends more 
strongly when that event is sponsored by a wel l -known alcoholic (vs. non-
alcoholic) beverage brand. 
H3d. Young people will be more likely to part ic ipate in an event when that event is 
sponsored by a wel l -known alcoholic (vs. non-alcoholic) beverage brand. 
H3e. Young people will be more likely to think that an event would help them forget 
their  problems when that event is sponsored by a wel l -known alcoholic (vs. 
non-alcoholic) beverage brand. 
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H3f.  Young people will be more likely to think that an event would encourage them 
to dr ink alcohol when that event is sponsored by a wel l -known alcoholic 
(vs. non-alcoholic) beverage brand. 
A further important yet largely understudied characteristic of sponsorships is that they are not 
necessarily well known to consumers, and as such may not be immediately recognised as 
persuasion attempts. While with traditional promotional tools such as advertising or price 
discounts, their intention is both apparent and generally well understood, with sponsorships the 
influence component may be subtle enough to go undetected. 
Such effects have previously been shown with regard to intention questions, for instance. 
Williams et al. (2004) “demonstrate that the mere-measurement effect occurs because asking an 
intention question is not perceived as a persuasion attempt” (p. 540); and such mere-
measurement effects can be further mitigated by explaining intention questions to participants, 
thereby making the influence or persuasion component explicit. 
By the same token, Campbell and Kirmani (2000) demonstrate that cognitively busy 
consumers do not use their persuasion knowledge to evaluate a salesperson’s sincerity, unless 
there is a cue to trigger that persuasion knowledge. Indeed, even a cue completely unrelated to 
the persuasion situation at hand can be sufficient to trigger persuasion knowledge use (Campbell 
& Kirmani, 2000); however, it needs to be present. In their original elaboration of the Persuasion 
Knowledge Model, Friestad and Wright (1994) similarly note that the extent to which persuasion 
knowledge is called upon and used will depend on the characteristics of the persuasion situation 
and the tactics used. At the extreme, if the tactics are not recognised as such, they could go 
undetected.  
Therefore, the effects of sponsorship on drinking intentions and perceptions of the event are 
expected to be driven by the extent to which persuasion knowledge is used, so that: 
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H4a. Young people’s intent ions to dr ink beer at an event sponsored by a well-
known alcoholic beverage brand will be lower when a persuasion knowledge 
cue is (vs. is not) present. 
H4b. Young people’s perceptions of the exci tement of an event sponsored by a well-
known alcoholic beverage brand will be lower when a persuasion knowledge 
cue is (vs. is not) present. 
H4c. Yong people’s recommendat ion to their friends to part ic ipate in an event 
sponsored by a well-known alcoholic beverage brand will be lower when a 
persuasion knowledge cue is (vs. is not) present. 
H4d. The likelihood of young people part ic ipat ing in an event sponsored by a well-
known alcoholic beverage brand will be lower when a persuasion knowledge 
cue is (vs. is not) present. 
H4e. The likelihood of young people thinking that an event sponsored by a well-known 
alcoholic beverage brand would help them forget their  problems will be 
lower when a persuasion knowledge cue is (vs. is not) present. 
H4f.  The likelihood of young people thinking that an event sponsored by a well-known 
alcoholic beverage brand would encourage them to dr ink alcohol will be 
lower when a persuasion knowledge cue is (vs. is not) present. 
The following table illustrates the connection of the questions, objectives and hypotheses of 
the research (See Table 1). 
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Table 1. Quest ions, Object ive and Hypotheses of  Research 
Quest ions Object ives 
Hypotheses 
Study 1 Study 2 Study 3 Study 4 
Q1: What effect does an event 
associated with an alcoholic 
company have on participants’ 
intentions to drink alcohol? 
O1: To determine the effect of 
an event associated with an 
alcoholic company on 
participants’ intentions to drink 
alcohol. 
H1: Exposure to an 
event associated with 
an alcoholic beverage 
sponsor will trigger 
intentions to drink. 
   
Q2: What effect does an event 
sponsored by an alcoholic 
company have on participants’ 
intentions to drink alcohol? 
O2: To determine the effect of 
an event sponsored by an 
alcoholic company on 
participants’ intentions to drink 
alcohol. 
 
H2a: Young people’s intentions to 
drink beer at an event will be 
greater when that event is 
sponsored by an alcoholic (vs. non-
alcoholic) beverage brand. 
H3a: Young people’s intentions to drink beer at an 
event will be greater when that event is sponsored 
by a well-known alcoholic (vs. non-alcoholic) 
beverage brand. 
 
Q3: To what extent can an 
event sponsored by an 
alcoholic company have 
impact on participants’ 
perceptions and attitudes 
towards the advertised event? 
O3: To recognise the impact 
of an event sponsored by an 
alcoholic company on 
participants’ perceptions and 
attitudes towards the 
advertised event. 
 
H2b: Young people will be more 
likely to think that an event would 
encourage them to drink alcohol 
when that event is sponsored by an 
alcoholic (vs. non-alcoholic) 
beverage brand. 
H3b: Young people will perceive an event as more 
exciting when that event is sponsored by a well-
known alcoholic (vs. non-alcoholic) known beverage 
brand. 
H3c: Young people will recommend participation in 
an event to their friends more strongly when that 
event is sponsored by a well-known alcoholic (vs. 
non-alcoholic) beverage brand. 
H3d: Young people will be more likely to participate 
in an event when that event is sponsored by a well-
known alcoholic (vs. non-alcoholic) beverage brand. 
H3e: Young people will be more likely to think that 
an event would help them forget their problems 
when that event is sponsored by a well-known 
alcoholic (vs. non-alcoholic) beverage brand. 
H3f:  Young people will be more likely to think that 
an event would encourage them to drink alcohol 
when that event is sponsored by a well-known 
alcoholic (vs. non-alcoholic) beverage brand. 
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Q4: What is the effect of 
participants’ use of persuasion 
knowledge on their intentions 
to drink alcohol? 
O4: To understand the effect 
of participants’ use of 
persuasion knowledge on their 
intentions to drink alcohol. 
   
H4a: Young people’s intentions to drink 
beer at an event sponsored by a well-
known alcoholic beverage brand will be 
lower when a persuasion knowledge cue 
is (vs. is not) present. 
Q5: To what extent can 
participants’ use of persuasion 
knowledge have impact on 
their perceptions and attitudes 
towards the advertised event? 
O5: To realize the impact of 
participants’ use of persuasion 
knowledge on their perceptions 
and attitudes towards the 
advertised event. 
   
H4b: Young people’s perceptions of the 
excitement of an event sponsored by a 
well-known alcoholic beverage brand will 
be lower when a persuasion knowledge 
cue is (vs. is not) present. 
H4c: Yong people’s recommendation to 
their friends to participate in an event 
sponsored by a well-known alcoholic 
beverage brand will be lower when a 
persuasion knowledge cue is (vs. is not) 
present. 
H4d: The likelihood of young people 
participating in an event sponsored by a 
well-known alcoholic beverage brand will 
be lower when a persuasion knowledge 
cue is (vs. is not) present. 
H4e: The likelihood of young people 
thinking that an event sponsored by a 
well-known alcoholic beverage brand 
would help them forget their problems will 
be lower when a persuasion knowledge 
cue is (vs. is not) present. 
H4f:  The likelihood of young people 
thinking that an event sponsored by a 
well-known alcoholic beverage brand 
would encourage them to drink alcohol 
will be lower when a persuasion 
knowledge cue is (vs. is not) present. 
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The studies undertaken in this research aimed to test the hypotheses developed above. The 
next section presents an overview of the methodology and the studies. 
3.3. Overview of Methodology and Studies 
The intention behind the activity of science is to establish well-tested knowledge about the 
world around us. In this line a scientist is obliged to limit his or her investigation in a paradigm in 
order to determine both what problems are worthy of exploration and also what methods are 
available to attack them (Sobh & Perry, 2006). A paradigm can be regarded as the “basic belief 
system or worldview that guides the investigator” (Guba & Lincoln, 1994, p. 105). There are four 
different paradigms of science: positivism, realism, constructivism and critical theory. Knowledge, 
in positivism paradigm, “is statistically generalised to a population by statistical analysis of 
observations about an easily accessible reality” (Sobh & Perry, 2006, p. 1195). In realism 
paradigm, the findings of one study are extended by analytical generalisation that shows how the 
empirical findings of a research project nestle within theories. In other words, the aim of realism 
paradigm is “to generalise to theoretical propositions and not to populations” (Yin, 1989, p. 21). 
In the other two paradigms of constructivism and critical theory, “reality is perception” and so 
generalisation of one research finding about someone’s perceptions to another person’s “theory” 
about reality, cannot be done (Sobh & Perry, 2006, p. 1195). Of the four paradigms, this 
research can be defined within the positivism paradigm. 
Moreover, there are three main elements of paradigm that help the researcher to work in 
order to attain the goal of science. A methodology is one of the three elements of paradigm. A 
paradigm includes the other elements of ontology and epistemology (Sobh & Perry, 2006). 
Essentially, ontology is “reality”, epistemology is “the relationship between that reality and the 
researcher”, and methodology is “the techniques used by the researcher to discover that reality” 
(Sobh & Perry, 2006, p. 1194). 
Classifying research design into descriptive and causal (McDaniel & Gates, 2013), the current 
research contains the causal studies and the experimental method was adopted and a series of 
studies were carried out in the research. Experimentation is best suited to determining causation 
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(McDaniel & Gates, 2013) and is the standard methodology in the literature on conscious–non-
conscious mental system and persuasion knowledge. In order to implement the studies and to 
design the online questionnaires, the web-based research surveying software ‘Qualtrics’ was 
used. Furthermore, each of the questionnaires pretested before applying. The software Statistical 
Package for the Social Sciences (SPSS) version 20 was used for the statistical analysis of the 
collected data in each study. 
The following sections provide a brief description of the four studies and their main results. 
3.3.1. Study One 
Study one aimed to show that non-consciously activating of goals (the mental representations 
in individuals’ mind pursued by sponsorship) by asking participants to recall an event sponsored 
by an alcoholic beverage brand could influence their intentions to drink. In the experiment, the 
effect of describing an event sponsored by an alcoholic beverage brand vs. control condition on 
alcohol consumption was studied. 
It was expected that activating mental representations pertaining to alcohol consumption 
could affect subsequent goal-directed behaviour in that situation. That is, repeated alcohol 
companies’ sponsorship of events targeted at young people causes the association between the 
two (sponsor and event) that this is followed by the activation of the results of this association 
effects (intentions to drink alcohol) over time unconsciously and increases the intention to drink. 
The results of study one conformed to prediction: those in the condition recalling the event 
sponsored by an alcoholic beverage brand reported a greater desire to consume alcoholic drinks 
than those in the control condition. Indeed, the results showed that activating a representation of 
an event sponsored by an alcoholic beverage brand unconsciously caused the goal of intentions 
to consume alcoholic drinks. 
Study one therefore, established the fundamental effect and offered another justification for 
motivational mental systems that they can directly and unintentionally become active by the 
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environment and these mental systems in turn can affect individuals’ attitudes and intentions 
unconsciously. Study two, by focusing on sponsorship more than the event itself, extended these 
results. 
3.3.2. Study Two 
In study two, the effect of sponsorship by a beverage brand (alcoholic beverage brand-
sponsorship vs. non-alcoholic beverage brand-sponsorship) on perception of the event, attitudes 
towards alcohol and intention to consume beer, was examined, but with a poster for an event as 
a target message. The poster included some information about a concert that would supposedly 
be held. The poster promoted an autumn festival, with free entry and sponsored by the fake beer 
brand called “Govara Beer” for the experimental condition and a fake cola brand called “Govara 
Cola” for the control condition. Participants, via an online questionnaire, were presented with 
these posters in each condition and then they answered several related questions. 
The results of study two were in accordance with the predictions that those who were exposed 
to an event poster sponsored by a beer brand, would report a greater tendency to consume beer 
at the event than those exposed to an event poster sponsored by a non-alcoholic cola brand 
(control condition). Moreover, those exposed to an event poster sponsored by a beer brand 
tended to show higher scores in one aspect of event perception, which was thinking that, the 
event would encourage them to drink alcohol than those in the control condition. 
The results of study two, by focusing on sponsorship itself, extended the results found in study 
one, that participants who recalled the event sponsored by an alcoholic beverage brand displayed 
significantly greater desire to consume alcoholic drinks than those in the control condition. 
Moreover, the findings of study two extended the results of the experiment to at least one aspect 
of individuals’ perception of the event. 
Study three replicated and extended the results of study two. 
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3.3.3. Study Three 
Once more in study three, the effect of sponsorship of the beverage brand (alcoholic beverage 
brand sponsorship vs. non-alcoholic beverage brand sponsorship) on perception of that event, 
attitude towards alcohol and intention to consume beer was examined, with a poster for a 
concert as a target message. The addition to this study was considering the real, well-known 
brand in both conditions instead of the fake brand in study two. As in the previous study, the 
event poster included some information about a concert that would supposedly be held. This 
time, the event’s name was “Summer Concert” and “sponsored by” two well-known beverage 
brands called “Super Bock1” for the experimental condition and “Coca-Cola” for the control 
condition. In a form of questionnaire, participants were presented with these event posters in 
each condition and then answered several questions. 
As expected, the presence of relationship partners can instigate goal-directed perception and 
intention. The results of study three were in accordance with the predictions that those who were 
exposed to the event poster sponsored by the “Super Bock” brand reported a greater tendency to 
consume beer at the event than those exposed to the event poster sponsored by the “Coca-Cola” 
brand (control condition). Likewise, those who were exposed to the event poster sponsored by 
“Super Bock” tended to show higher scores in various aspects of event perception such as the 
excitement of the event, recommendation to friends to participate, likelihood of their own 
participations and also thinking the event would help them to forget their problems, than those in 
the control condition. 
Thus, the results of study three by focusing on sponsorship itself, replicated the pattern found 
in study two that participants presented with the event sponsored by an unknown alcoholic 
beverage brand displayed a significantly greater desire to consume beer than those presented 
with an event sponsored by an unknown non-alcoholic beverage brand, and extended the results 
to other aspects of individuals’ perception of that event. 
                                                
1 “Super Bock” is a Portuguese brand of strong pale lager (bock) from the Unicer brewery, which produces a range of beers under the same 
name (“Super Bock”, n.d.). 
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3.3.4. Study Four 
The aim of study four was to examine whether triggering persuasion knowledge lessens the 
effects of factors that affecting individuals’ perceptions and intention resulting from the previous 
study or not.  
Using a design similar to that of study three - a poster for an event with two different sponsors 
- was the first situation in each condition. Persuasion knowledge was manipulated in the two 
questions at the beginning of the questionnaire, through answering questions that either 
informed respondents of sponsors’ aims through sponsorship (activated persuasion knowledge), 
or by giving statements related to posters (not activated persuasion knowledge).  
The results demonstrated that activation of persuasion knowledge could affect individuals’ 
perception of the event: those answering persuasion knowledge questions reported less 
excitement about the event; they showed less tendency to recommend participating in that event 
to their friends and there was their less agreement that the event would help them to forget their 
problems, compared to those answering the questions without persuasion knowledge. Study four 
extended the results in persuasion knowledge.  
The next chapters discuss each of the four studies in greater detail, in terms of design, 
findings and implications. 
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Chapter 4.   Study One 
The purpose of study one was to test H1. According to this hypothesis, exposure to an event 
associated with an alcoholic beverage sponsor will trigger intentions to drink. 
“Enterro da Gata” was the event associated with an alcoholic beverage sponsor considered 
for application of this study. The “Enterro da Gata” event is an academic event in the city of 
Braga, Portugal. The students association at the University of Minho organizes this event (see 
“Associação Académica da Universidade do Minho”, n.d.). In this event, the expression “Enterro 
da Gata” means the burial of the cat. The "cat" is unwanted school failure. It is like a funeral 
where the "cat" is carried through the streets of Braga followed by mourners who cannot stop 
crying the "deceased". The celebrations last one week and take place every year at the beginning 
of May (“Municipio de Braga”, n.d.). In these festivities accompanied by different musical bands, 
beer is available and being sold at a very cheap price to participants by an alcoholic beverage 
brand called “Super Bock”.  
Accordingly, in this study it was propositioned that the repeated alcohol companies’ 
sponsorship of university events leads to the increased association effects over time that it can 
subsequently affect participants’ attitudes towards alcohol. That is, non-consciously activated 
goals, which in this case represent the regularized interaction patterns with the alcoholic 
beverage company, can influence the attitudes and intentions related to alcohol consumption in 
university students. 
Therefore, in the present study the major objective was to show that non-consciously 
activating goals - such as intention to drink alcohol, by asking participants to recall an event 
(“Enterro da Gata”) sponsored by and associated with an alcoholic beverage brand, can influence 
their intentions to drink alcohol. 
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4.1. Design and Participants 
The experiment tested the effect of recalling an event sponsored by an alcoholic beverage 
brand vs. control condition on intention to drink alcohol. Participants were undergraduate and 
master students from the University of Minho who volunteered to participate in the study. One 
hundred and three students participated, sixty-one female (59.2%) and forty-two male (40.8%). 
Ages ranged from eighteen to thirty-four, with a mean of 23.11. Because of limitation of access 
to this number of students at the same time, data was collected from various sessions as the 
design of the experiment permitted this condition. Participants were randomly assigned to the 
experimental condition (n = 50) or the control condition (n = 53).   
4.2. Independent Variable Manipulation 
A university event was chosen as the event presented in the experiment for study one. In fact, 
there are several university events sponsored by alcoholic beverage companies and also non-
alcoholic beverage sponsors. Among them “Enterro da Gata”, which has “Super Bock” as one of 
its main sponsors, was chosen as an event sponsored by an alcoholic beverage brand. 
Describing places of interest for tourists in the city was chosen for the control condition. 
Participants were randomly presented with these conditions as the independent variables.   
4.3. Procedure and Dependent Variables 
Upon arrival, after thanking the participants for their cooperation the experimenter informed 
them that they should fill in a questionnaire that would take a maximum of twenty minutes and 
after completing it the next questionnaire, which ostensibly belonged to another study, should be 
filled in taking a maximum of ten minutes. It should be mentioned that in order to make the 
second questionnaire appear more distinct the materials were printed in a different typeface and 
a different coloured paper. Also, because of foreigner students among participants the 
questionnaires were prepared both in Portuguese and English languages. 
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Next, the experimenter distributed the first questionnaires among the participants (See 
Appendix 2. 1 & Appendix 2. 3 for the first task questionnaires in English and Appendix 2. 2 & 
Appendix 2. 4 in Portuguese). After submitting the first questionnaire, participants received the 
second one (See Appendix 2. 5 for the second task questionnaire in English and Appendix 2. 6 in 
Portuguese). When all the completed questionnaires were submitted, the experimenter thanked 
all the participants for their participation and once again they were assured of the anonymity of 
their responses. 
For this study the paper and pencil questionnaires were used and each of the questionnaires 
was pretested before implementation. Participants were randomly assigned to treatments. With 
regard to the contents of the questionnaires, in the experimental condition, the cover story guided 
participants to an imaginary situation in which they would describe an event to a foreign student 
while in a friendly group situation sitting outdoors on the university campus. Participants were 
asked to briefly describe “Enterro da Gata” university event sponsored by an alcoholic beverage 
brand to a visiting student from another country (See Appendix 2. 1 - “Enterro da Gata” First 
Task). In the control condition, once more under the guise of “explaining Portuguese culture and 
tradition to foreigners”, participants were asked to briefly describe two sights in their city to a 
visiting student (See Appendix 2. 3 - “Touristic Places” First Task). This task in the form of a first 
questionnaire played the role of manipulating condition in study one.  
In the questionnaire dealing with the “Enterro da Gata”, the main event presented in the 
experiment, some questions related to the event were embedded in order to help participants 
recall the event better by answering them. In these questions participants were asked to indicate 
if they had participated in the event before or not; if yes, how often; when they became familiar 
with the event, was it through entering university; and finally the extent to which they were 
thinking of the event while answering the questions; or the extent to which they were thinking of 
other events while answering the questions (manipulation checks).    
After completing this task, participants were presented with a questionnaire purportedly 
unrelated study about drinks and brand of drink preferences, embedded in which were target 
questions relating to their perceptions of the event in question, the brand it is sponsored by and 
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alcohol in general (See Appendix 2. 5 - Main Questionnaire Second Task). Participants were 
asked to choose their drink preference from five options provided. Following this question they 
were asked to indicate their brand preference within that category. Indeed, these two questions 
took on the role of the main dependent variables in study one. However, other questions were 
asked too. As a measure of brands’ association with fun, participants were asked to specify to 
what extent they thought each of the brands mentioned were associated with fun on a five-point 
Likert scale, ranging from 1 = “not associated with fun” to 5 = “associated with fun a lot”. The 
underlying prediction for this variable is that the more participants associate a brand with fun, the 
more eager they will be to buy and consume that brand. 
The two questionnaires together took around twenty minutes to complete and none of the 
participants reported suspicions of a link between the two studies.  
4.4. Results of Study One 
The software Statistical Package for the Social Sciences (SPSS) version 20 was used for the 
statistical analysis of the collected data. The data analysis in study one showed that the 
instructions of the questionnaires were followed properly. 65% of participants gave a sufficient 
explanation to answer the question in this section. Therefore, 35% of those participants, who did 
not explain sufficiently, were excluded from the data analysis. The criterion for considering their 
answers sufficient according to the experiment’s goal was mentioning some points that are so 
common and significant in describing the event. For instance, concerning the “Enterro da Gata” 
event, participants’ answers which mentioned: university event; celebrations lasting one week; 
consumption of alcoholic drinks in the event; having lots of fun, were considered as sufficient 
answers. Similarly, in the “tourist sights” situation, those answers that included the description of 
two sights with the name of the places were considered as sufficient answers. Thus, the check 
for following the instructions in the questionnaires is done. 
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4.4.1. Intention to Consume Alcohol 
The data demonstrated significant differences in drinking intention patterns between those 
presented with the alcohol sponsored event (“Enterro da Gata”) and those presented with the 
control condition, in terms of participants’ choice of drink preference from the five options 
provided. 
A Chi-square test for independence (with Yates Continuity Correction) indicated significant 
association between thinking of the specific event sponsored by an alcoholic beverage brand and 
intention to consume alcohol later, X2 (1, n = 103) = 4.78, p = .014, phi = .250 (See Table 2). 
Table 2. Study One -  Table of  Chi -Square Results for Intent ion to Consume 
Alcohol 
 
Value df Asymp. Sig. 
(2-sided) 
Exact Sig. (2-
sided) 
Exact Sig. (1-
sided) 
Pearson Chi-Square 6.426a 1 .011 
  
Continuity Correctionb 4.778 1 .029 
  
Likelihood Ratio 7.176 1 .007 
  
Fisher's Exact Test 
   
.014 .012 
Linear-by-Linear 
Association 
6.364 1 .012 
  
N of Valid Cases 103 
    
 
a. 2 cells (50.0%) have expected count less than 5. The minimum expected count is 4.37. 
b. Computed only for a 2x2 table 
Also, a Chi-square test for independence (with Yates Continuity Correction) indicated 
significant association between thinking of the specific event sponsored by an alcoholic beverage 
brand and intention to consume alcohol later in cases related to males, X2 (1, n= 42), p = .020, 
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phi = .406 (See Table 3). Results showed that the proportion of males who chose alcoholic 
drinks after being presented is significantly different from men who chose alcoholic drinks in the 
control condition. There appears to be association between thinking of the specific event 
sponsored by the alcoholic beverage brand and intention to consume alcohol later, in males. 
Table 3. Study One -  Table of  Chi -Square Results for Intent ion to Consume 
Alcohol (Men) 
 
Value df Asymp. Sig. (2-
sided) 
Exact Sig. (2-
sided) 
Exact Sig. (1-
sided) 
Pearson Chi-Square 6.929a 1 .008 
  
Continuity Correctionb 5.091 1 .024 
  
Likelihood Ratio 7.694 1 .006 
  
Fisher's Exact Test 
   
.020 .010 
Linear-by-Linear 
Association 
6.764 1 .009 
  
N of Valid Cases 42 
    
 
a. 2 cells (50.0%) have expected count less than 5. The minimum expected count is 4.50. 
b. Computed only for a 2x2 table 
 
4.4.2. Brand Preferences and Brand Association with Fun 
Based on the question of indicating brand preference within the category of the drink 
preference, the results of study one showed that 62.5% of those choosing alcoholic drinks after 
being presented with an event sponsored by the alcoholic beverage brand chose “Super Bock” 
as their choice for the beer brand. 
In terms of indicating a preferred brand in the beer category, the results of study one also 
demonstrated that 59.2% of participants chose the “Super Bock” brand, 11.7% of participants 
chose the “Sagres” brand, 12.6% of participants did not indicate their brand preferences since 
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they disliked beer generally, 8.7% of participants chose five other beer brands and 7.8% of 
participants did not indicate their brand preference. 
The nine items of the brand association with fun Scale were subject to principal component 
analysis (PCA) using SPSS version 20. Prior to performing PCA, the suitability of data for factor 
analysis was assessed. Inspection of the correlation matrix revealed the presence of many 
coefficients of .3 and above (See Appendix 1. 1 for the tables of factor analysis results). The 
Kaiser-Meyer-Olkin value was .663, exceeding the recommended value of .6 (Kaiser, 1974) and 
Bartlett’s Test of Sphericity (Bartlett, 1954) reached statistical significance, supporting the 
factorability of the correlation matrix (See Table 4). 
Table 4. Study One -  Table of  Factor Analysis Results for Brand 
Associat ion with Fun -  KMO and Bart let t 's Test 
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .663 
Bartlett's Test of Sphericity 
Approx. Chi-Square 308.690 
df 36 
Sig. .000 
 
Principal component analysis revealed the presence of two components with eigenvalues 
exceeding 1, explaining 37.6% and 19.5% of the variance respectively. Although the explained 
variance is not very high however, it very clearly identifies two real factors (See Table 5). 
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Table 5. Study One – Table of  Factor Analysis Results for Brand Associat ion 
with Fun – Total  Var iance Explained 
Component 
Initial Eigenvalues Extraction Sums of Squared Loadings Rotation 
Sums of 
Squared 
Loadingsa 
Total % of Variance Cumulative % Total % of Variance Cumulative 
% 
Total 
1 3.390 37.662 37.662 3.390 37.662 37.662 3.345 
2 1.757 19.521 57.183 1.757 19.521 57.183 1.812 
3 .994 11.048 68.231     
4 .787 8.741 76.972     
5 .584 6.492 83.464     
6 .557 6.194 89.658     
7 .458 5.092 94.750     
8 .276 3.068 97.819     
9 .196 2.181 100.000     
Extraction Method: Principal Component Analysis. 
a. When components are correlated, sums of squared loadings cannot be added to obtain a total variance. 
 
An inspection of the scree plot revealed a clear break after the second component. To aid 
interpretation of these two components, an oblimin rotation was performed. The interpretation of 
the two components is that “association of alcoholic brands with fun” and “association of non-
alcoholic brands with fun” items can be considered as separate scales (See Table 6). 
Chapter 4. Study One 
 69 
 
Table 6. Study One -  Table of  Factor Analysis Results for Brand 
Associat ion with Fun -  Component Matr ixa 
Component 
1 2 
Association of Coca-Cola with fun .791  
Association of Pepsi with fun .781  
Association of 7-Up with fun .758  
Association of Compal brand with fun .704  
Association of Sprite with fun .670  
Association of Frize with fun .626  
Association of Super Bock with fun  .832 
Association of Sagres brand with fun  .811 
Association of Agua das pedras with fun  -.495 
Extraction Method: Principal Component Analysis. 
a. 2 components extracted. 
4.5. Discussion 
4.5.1. Intention to Consume Alcohol 
The results were consistent with predictions. Exposure to an event associated with an 
alcoholic beverage sponsor was found to trigger intentions to drink (H1). As expected, merely 
activating mental representations pertaining to alcohol consumption could affect subsequent 
goal-directed intention in that situation. The results showed that activating a representation of an 
alcohol sponsored event (“Enterro da Gata”) increased the intention to drink alcohol. 
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Those in the alcohol sponsored event condition reported a greater desire to consume 
alcoholic drinks than those in the control condition. When asked to indicate their preferred choice 
of beverage, should they have to order one at that moment, 21% of participants in the 
experimental condition chose an alcoholic beverage (beer or spirit), versus only 2.4% of those in 
the control condition (See Figure 12). These results appear more pronounced for male (vs. 
female) respondents, which this could be explained by the previously reported reluctance of 
females to report their alcohol consumption (Janghorbani, Ho, Lam, & Janus, 2003; Miller et al., 
2004). 
Figure 12. Study One Intent ion to Consume Alcohol ic Beverage after 
Recal l ing 
 
Thus, in study one, asking participants to think about two situations that were or were not 
associated with an alcoholic beverage brand, led to more intention to drink alcohol by 
participants who associated the event with the alcoholic beverage brand. Consequently, it 
appears that the effect of sponsorship by the alcoholic beverage brand goes beyond the existence 
of the brand name, as presenting the event without mentioning the name of the sponsor resulted 
in more drinking intention. 
21% 
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4.5.2. Brand Preferences and Brand Association with Fun 
According to the results of study one, “Super Bock” was the beer brand participants preferred 
most, and “Super Bock” was also the brand most associated with fun in alcoholic drinks. 
Likewise, “Coca-Cola” was the brand most associated with fun while “Frize” was the brand least 
associated with fun in carbonated drinks. In fact, these two brands (Super Bock and Coca-Cola) 
were the ones most associated with fun in this study.  
Indeed, these findings helped us to prepare the following studies concentrating more on 
brand sponsorship and finally leading to both brands (Super Bock and Coca-Cola) being the 
sponsors of the events in studies three and four. 
  72 
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Chapter 5.   Study Two 
Focusing on the university event, study one examined how recalling an event sponsored by an 
alcoholic beverage brand vs. control condition affected goal-directed attitude and intention 
towards alcohol consumption. As H1 predicted, merely activating mental representations 
pertaining to alcohol consumption could affect subsequent goal-directed intention in that 
situation. The results of study one demonstrated that those in the condition recalled of the event 
sponsored by an alcoholic beverage brand (“Enterro da Gata”) reported a greater intention to 
consume alcoholic drinks than those in the control condition. 
Study two focused on the effects of sponsorship on the goal-directed attitude and intention 
regarding alcohol consumption. In fact, study two provided a test for H2a and H2b that young 
people’s intentions to drink beer at an event will be greater when that event is sponsored by an 
alcoholic (vs. non-alcoholic) beverage brand (H2a) and young people will be more likely to think 
that an event would encourage them to drink alcohol when that event is sponsored by an 
alcoholic (vs. non-alcoholic) beverage brand (H2b). Therefore, the objective of study two was to 
see the effect of sponsorship by the beverage brand (alcoholic beverage brand-sponsorship vs. 
non-alcoholic beverage brand-sponsorship) on perception of the event, attitude towards alcohol 
and intention to consume beer.  
The influence of these effects was examined through a poster for an event as a target 
message. In the form of online questionnaires, participants were presented with a poster in each 
condition and later answered several questions. The event poster in the questionnaire contained 
some information about a concert that would supposedly be held. It was part of an autumn 
festival, with free entry and was sponsored by a fake brand called “Govara Beer” for the 
experimental condition and “Govara Cola” for the control condition.  
Hence, a pretest was carried out in order to prepare materials (the posters) for study two. The 
result of the pretest was also used later for study three and study four. 
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5.1. Pretest for Study Two to Choose the Image of Posters  
A pretest was applied before carrying out study two with the aim of choosing the image for the 
background of the event poster and additionally to get participants’ general perspective of the 
picture on the event poster. 
5.2. Design and Participants 
Fourteen students from the University of Minho were asked to answer an online questionnaire 
dealing with a poster for a concert. Seven participants were female (50%) and the rest male 
(50%). Ages ranged from nineteen to forty with the mean of 27.86. 
5.3. Materials and Procedure 
Participants received the questionnaire through an e-mail message. Clicking on the link that 
had been inserted in the message gave the participants access to the questionnaire. The 
questionnaire was designed through web-based software ‘Qualtrics’.  
First, four different poster images were displayed to the participants and they answered six 
questions related to them. In these questions, participants were asked to choose the poster 
image, which was most exciting; most attractive; most fun and most realistic. Another question 
asked them to select the poster image they found most interesting. Finally, in an open-ended 
question participants were asked to write any comment or opinion in relation to the posters (See 
Appendix 2. 7 for pretest questionnaire). 
5.4. Results of Pretest for study Two 
The results revealed that in the participants’ opinion, the image on “poster 3” was the most 
exciting (35.7%), the most attractive (57.1%) and the most interesting (50%). After this image 
(poster 3), the image on “poster 2” was the most attractive (42.9%), the most fun (50%) and the 
Chapter 5. Study Two 
 75 
most interesting (21.4%) (See Table 7 for the pretest results). Besides these results paying 
attention to the appearance of the poster image, since the event in study two was an autumn 
festival and the image on “poster 3” was depicting some kind of outdoors event, the image on 
“poster 2” was chosen as the one for the event poster in study two and the image on “poster 3” 
was taken as the image for the event poster in studies three and four which included summer 
festivals. 
Table 7. Results for Each Poster Image in Pretest for Studies Two and Three 
 
Poster 1
 
Poster 2 
 
Poster 3 
 
Poster 4 
 
Most exciting poster 0% 28.6% 35.7% 35.7% 
Most attractive poster 0% 42.9% 57.1% 0% 
Most fun poster 7.1% 50% 14.3% 28.6% 
Most realistic poster 50% 7.1% 14.3% 28.6% 
Entirely interesting poster 7.1% 21.4% 50% 21.4% 
5.5. Main Test for Study Two 
5.5.1. Design and Participants 
In study two, the independent variable was the event sponsor, which was manipulated to 
create two separate conditions (sponsorship of alcoholic beverage brand vs. sponsorship of non-
alcoholic beverage brand) and the effects on dependent variables (intention to consume beer at 
the event and thinking the event would encourage drinking of alcohol) were examined. 
Participants were young people (most of them were the students at the University of Minho) 
who volunteered to participate in the study. Two hundred and ninety-one individuals participated. 
However, some of the questionnaires received were excluded due to increasing the statistical 
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power, reliability of the dataset and detect participants who were not following the instructions. 
For this aim the Instructional Manipulation Check (IMC) (Oppenheimer, Meyvis, & Davidenko, 
2009) tool was applied. The IMC measures whether or not participants are reading the 
instructions. “It consists of a question embedded within the experimental materials that is similar 
to the other questions in length and response format. However, unlike the other questions, the 
IMC asks participants to ignore the standard response format and instead provide a confirmation 
that they have read the instruction” (Oppenheimer et al., 2009, p. 867). Also the exclusion of 
some of the questionnaires was because of being incomplete and unusable, and thirty-three of 
completed questionnaires were excluded too since these respondents belonged to the “frequent 
alcohol drinkers” group, exclusion being necessary for the accuracy of the experiment. Indeed, 
including the “frequent alcohol drinkers” would increase the results of the test positively. 
However, the goal of the experiment was not to consider the individuals who consume alcohol 
often or excessively in order to have the most valid results for the test, which can subsequently 
be generalised to society. 
In the end, the data analysis was applied to seventy-eight participants of whom sixty-four were 
female (82.1%), thirteen were male (16.7%) and one did not indicate gender (1.3%). Seventy-two 
(92.3%) participants were students, five (6.4%) of them were not students and one (1.3%) did not 
indicate. Ages ranged from seventeen to thirty-five, with a mean age of 23.21. Among these 
participants, seventy-four (94.9%) were Portuguese, two (2.6%) were Brazilian, one (1.3%) was 
British and one (1.3%) did not indicate nationality.    
Thirty-four participants received the questionnaire with the “Govara Beer” sponsorship and 
the rest (forty-four) received the questionnaire with that of “Govara Cola”. Data were collected 
through online questionnaire and the web-based software ‘Qualtrics’ was used for designing the 
online questionnaires. 
5.5.2. Independent Variable Manipulation 
Study two used a poster context. A concert announcement was developed in the form of a 
poster. The target poster contained a description of the concert including the name of the 
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concert; the statement that attendance at the concert was free, and the concert sponsor was 
mentioned with its brand image (See Figure 13 and Figure 14). In two questionnaires that varied 
in terms of the event sponsors, participants were randomly presented with experimental 
(sponsorship by “Govara Beer”) and control (sponsorship by “Govara Cola”) conditions.  
Figure 13. Event Poster for Study 
Two (Exper imental  Condit ion) 
 
 Figure 14. Event Poster for Study 
Two (Control  Condit ion) 
 
5.5.3. Procedure and Dependent Variables 
Through a private message by e-mail and Facebook, young people were asked if they wanted 
to volunteer to participate in a study directed at youth which would take less than ten minutes to 
fill in. They should use a link inserted in the message to access the questionnaire. After clicking 
on the link, participants were shown a page where they could firstly choose the language they 
intended to answer the questions in. Due to having participants from different nationalities the 
questionnaires were designed in two versions, English (See Appendix 2. 8 & Appendix 2. 10) and 
Portuguese (See Appendix 2. 9 & Appendix 2. 11). The online survey provided settings by which 
clicking on the link randomly opened one of the two questionnaires designed for the study. Thus, 
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participants were randomly assigned to one of the questionnaires (See Appendix 2. 8 for 
Sponsorship by “Govara Beer” and Appendix 2. 10 for Sponsorship by “Govara Cola” 
questionnaires). 
The questionnaire began by thanking the participants for their cooperation, explaining the task 
was part of a wider study and that the questionnaire would take a maximum of ten minutes to fill 
in. In this section, the participants were asked to complete the questionnaire as accurately as 
possible and were informed that their answers would remain anonymous and would be treated 
as an aggregate. 
After this explanation, a question on the first page of the questionnaire had been designed to 
avoid participants answering the questionnaire twice. If they had filled in the same questionnaire 
before, this question would lead to the end of questionnaire, which was the statement of “thank 
you for your previous cooperation”. The questions began on the second page of the 
questionnaire. And the first one was related to the increasing the statistical power and reliability 
of the dataset and detecting participants who were not following the instructions. Accordingly, the 
question for this aim in the questionnaire was asking participants to mark the events they 
regularly participate in, while the instruction of this question earlier asked them to ignore the 
question, and instead simply write "OK" in the text box that was provided below the question. 
Applying this tool helped a lot, as it made it possible to exclude from the analysis those 
respondents who had not followed the instructions and whose answers would therefore not be 
reliable and accurate for this study.  
On the next page of the questionnaire, participants were shown the event poster. The settings 
of the online survey allowed all participants to be exposed to the poster for just twenty-five 
seconds. Pretest showed that this was the optimal duration. As mentioned before, this poster 
also included the name of the beverage brand sponsoring the event with its brand image; 
however, this information varied between the two questionnaires. After this section, participants 
were asked to answer some questions related to the event. The target questions (main 
dependent variables) were embedded among the questions.  
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A measure of intention to consume beer was carried out by participants’ reports of drinks 
consumption: participants were asked to estimate the number of drinks they would consume at 
the event. They could answer on a six-point Likert scale ranging from 1 = “none” and 2 = “1 to 2 
glasses” to 6 = “9 or more glasses”. Furthermore, measurement of the effect of the sponsorship 
on thinking that “this event will encourage me to drink alcoholic drinks” was through 
respondents’ assessment of their agreement with it, participants being asked to indicate the 
extent of their agreement on a four-point Likert scale, ranging from 1 = “strongly disagree” to 4 = 
“strongly agree” with the statement “this event will encourage me to drink alcoholic drinks”. 
Following these measures, checks were carried out for the manipulated variable. Perception 
of the sponsorship was measured by asking participants to indicate to what extent they agreed 
with the sentences “the event in the poster was sponsored by Govara Beer”; “the event in the 
poster was sponsored by Govara Cola”. Agreement with these statements was measured on a 
four-point Likert scale, ranging from 1 = “strongly disagree” to 4 = “strongly agree”.  
Two more questions were considered in the questionnaires to function as filtering questions. 
In order to separate “frequent alcohol drinker” cases in the database, one question asked 
participants to specify how often and in what quantity they typically consume alcohol. 
Additionally, in an open-ended question participants were asked to state what they thought was 
the purpose of the study (suspicion probe). 
Finally, in the last part of the questionnaire participants were asked for some demographic 
information. This information, including gender, age, nationality, employment situation, and level 
of education was used to categorize the survey responses. 
5.5.4. Results of Study Two 
The software Statistical Package for the Social Sciences (SPSS) version 20 was used for the 
statistical analysis of the collected data for the study. 
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5.5.4.1. Manipulation Checks 
Manipulation checks were carried out for the manipulated variables – sponsorship by “Govara 
Beer” and “Govara Cola”. A one-way between-group analysis of variance (ANOVA) confirmed that 
participants in the experimental condition (M = 3.76, SD = .606) were more likely to agree that 
the target poster specified “Govara Beer” as the sponsor of the event than those in the control 
condition (M = 1.20, SD = .594); F (1,76) = 350.262, p = .000, η!!  = .82 (See Tables 8, 9, 10 & 
11 for ANOVA results).  
Table 8. Study Two – Table of  ANOVA Results for Manipulat ion Checks 
(Sponsorship by Govara Beer) – Descr ipt ives 
 
 
N 
 
 
 
Mean 
 
 
Std. 
Deviation 
 
 
 
Std. Error 
95% Confidence Interval for 
Mean 
 
 
 
Min 
 
 
 
Max 
Lower Bound Upper Bound 
Govara Beer 34 3.76 .606 .104 3.55 3.98 1 4 
Govara Cola 44 1.20 .594 .090 1.02 1.39 1 4 
Total 78 2.32 1.410 .160 2.00 2.64 1 4 
 
Table 9. Study Two – Table of  ANOVA Results for Manipulat ion Checks 
(Sponsorship by Govara Beer)  -  Test of  Homogeneity of  Var iances 
Levene Statistic 
 
df1 
 
df2 
 
Sig. 
 
.102 1 76 .750 
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Table 10. Study Two – Table of  ANOVA for Manipulat ion Checks (Sponsorship 
by Govara Beer) -  ANOVA 
 
Sum of Squares df Mean Square F Sig. 
Between Groups 125.710 1 125.710 350.262 .000 
Within Groups 27.277 76 .359 
  
Total 152.987 77 
   
 
Table 11. Study Two – Table of  ANOVA Results for Manipulat ion Checks 
(Sponsorship by Govara Beer) – Robust Tests of  Equal i ty of  Means 
 
Statistica df1 df2 Sig. 
Welch 348.412 1 70.393 .000 
Brown-Forsythe 348.412 1 70.393 .000 
a. Asymptotically F distributed. 
 
Conversely, a one-way between-group analysis of variance (ANOVA) confirmed that 
participants in the control condition (M = 3.75, SD = .488), were more likely to agree that the 
target poster specified “Govara Cola” as the sponsor of the event than those in the experimental 
condition (M = 1.18, SD = .576); F (1,76) = 455.569, p = .000, η!!  = .86 (See Tables 12, 13, 
14 & 15 for ANOVA results). Therefore, the results showed that subjects noted and were able to 
recall the information relevant to the sponsorship shown in the event poster. 
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Table 12. Study Two – Table of  ANOVA Results for Manipulat ion Checks 
(Sponsorship by Govara Cola) -  Descr ipt ives 
 
 
N 
 
 
 
Mean 
 
 
Std. 
Deviation 
 
 
 
Std. Error 
95% Confidence Interval for 
Mean 
 
 
 
Min 
 
 
 
Max 
Lower Bound Upper Bound 
Govara Beer 34 1.18 .576 .099 .98 1.38 1 4 
Govara Cola 44 3.75 .488 .074 3.60 3.90 2 4 
Total 78 2.63 1.387 .157 2.32 2.94 1 4 
 
Table 13. Study Two – Table of  ANOVA Results for Manipulat ion Checks 
(Sponsorship by Govara Cola) -  Test of  Homogeneity of  Var iances 
Levene Statistic 
 
 
df1 
 
 
df2 
 
Sig. 
.723 1 76 .398 
 
Table 14. Study Two – Table of  ANOVA Results for Manipulat ion Checks 
(Sponsorship by Govara Cola) -  ANOVA 
 
Sum of Squares df Mean Square F Sig. 
Between Groups 127.027 1 127.027 455.569 .000 
Within Groups 21.191 76 .279 
  
Total 148.218 77 
   
Chapter 5. Study Two 
 83 
 
Table 15. Study Two – Table of  ANOVA Results for Manipulat ion Checks 
(Sponsorship by Govara Cola) -  Robust Tests of  Equal i ty of  Means 
 
Statistica df1 df2 Sig. 
Welch 436.616 1 64.560 .000 
Brown-Forsythe 436.616 1 64.560 .000 
a. Asymptotically F distributed. 
5.5.4.2. Intention to Consume Beer at the Event 
The data showed significant differences in intended beer consumption for the two groups, in 
terms of the number of drinks (beer) they intended to consume at the event. A one-way between-
group analysis of variance (ANOVA) was conducted to explore the impact of exposure to 
sponsorship by an alcoholic and non-alcoholic beverage brand on intention to consume beer at 
the event (See Tables 16, 17, 18 & 19 for ANOVA results).  
Table 16. Study Two – Table of  ANOVA Results for Intent ion to Consume Beer 
at  the Event – Descr ipt ives   
 
 
N 
 
 
 
Mean 
 
 
Std. 
Deviation 
 
 
Std. 
Error 
95% Confidence Interval for 
Mean 
 
 
 
Min 
 
 
 
Max 
Lower Bound Upper Bound 
Govara Beer 34 1.47 .507 .087 1.29 1.65 1 2 
Govara Cola 44 1.23 .424 .064 1.10 1.36 1 2 
Total 78 1.33 .474 .054 1.23 1.44 1 2 
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Table 17. Study Two -  Table of  ANOVA Results for Intent ion to Consume Beer at 
the Event -  Test of  Homogeneity of  Var iances 
Levene Statistic 
 
 
df1 
 
df2 
 
Sig. 
13.534 1 76 .000 
 
Table 18. Study Two -  Table of  ANOVA Results for Intent ion to Consume Beer at  
the Event -  ANOVA 
 
Sum of Squares df Mean Square F Sig. 
Between Groups 1.135 1 1.135 5.328 .024 
Within Groups 16.198 76 .213 
  
Total 17.333 77 
   
 
Table 19. Study Two -  Table of  ANOVA Results for Intent ion to Consume Beer at  
the Event -  Robust Tests of  Equal i ty of  Means 
 
Statistica df1 df2 Sig. 
Welch 5.089 1 63.990 .028 
Brown-Forsythe 5.089 1 63.990 .028 
a. Asymptotically F distributed. 
Participants were divided into two groups according to the conditions they had been allocated 
(Group 1: presented with sponsorship by an alcoholic beverage brand; Group 2: presented with 
sponsorship by a non-alcoholic beverage brand). There was a statistically significant difference at 
Chapter 5. Study Two 
 85 
the p < .05 level in Life Orientation Test (Lot) scores for the two groups: (F (1, 76) = 5.328, p = 
.028). The size effect, calculated using eta squared, was .07. Post-hoc comparisons using the 
Tukey HSD test indicated that the mean score of Group 1 (M = 1.47, SD = .507) was significantly 
different from Group 2 (M = 1.23, SD = .424) (See Figure 15). 
Figure 15.  Study Two Est imated Means of Intent ion to Consume Beer at  the 
Event 
 
5.5.4.3. Event Would Encourage Drinking Alcohol 
Concerning respondents’ assessment of their agreement with the statement that “this event 
will encourage me to drink alcoholic drinks”, participants were asked to indicate the extent of 
their agreement with that statement. A one-way between-group analysis of variance (ANOVA) was 
applied to observe the impact of exposure to sponsorship by an alcoholic and non-alcoholic 
beverage brand on thinking the event would encourage drinking alcohol (See Tables 20, 21, 22 & 
23 for ANOVA results).  
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Table 20. Study Two – Table of  ANOVA Results for Event Would Encourage 
Dr inking Alcohol -  Descr ipt ives 
 
 
N 
 
 
 
Mean 
 
 
Std. 
Deviation 
 
 
 
Std. Error 
95% Confidence Interval for 
Mean 
 
 
 
Min 
 
 
 
Max 
Lower Bound Upper Bound 
Govara Beer 34 2.21 .914 .157 1.89 2.52 1 4 
Govara Cola 44 1.52 .664 .100 1.32 1.72 1 3 
Total 78 1.82 .849 .096 1.63 2.01 1 4 
 
Table 21. Study Two – Table of  ANOVA Results for Event Would Encourage 
Dr inking Alcohol -  Test of  Homogeneity of  Var iances 
Levene Statistic 
 
 
df1 
 
df2 
 
Sig. 
2.377 1 76 .127 
 
Table 22. Study Two – Table of  ANOVA Results for Event Would Encourage 
Dr inking Alcohol -  ANOVA 
 
Sum of Squares df Mean Square F Sig. 
Between Groups 8.951 1 8.951 14.618 .000 
Within Groups 46.536 76 .612 
  
Total 55.487 77 
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Table 23. Study Two – Table of  ANOVA Results for Event Would Encourage 
Dr inking Alcohol -  Robust Tests of  Equal i ty of  Means 
 
Statistica df1 df2 Sig. 
Welch 13.491 1 58.029 .001 
Brown-Forsythe 13.491 1 58.029 .001 
a. Asymptotically F distributed. 
Participants were divided into two groups according to the conditions they had been allocated 
(Group 1: presented with sponsorship by an alcoholic beverage brand “Govara Beer”; Group 2: 
presented with sponsorship by a non-alcoholic beverage brand “Govara Cola”). The results 
revealed a statistically significant difference at the p < .05 level in Life Orientation Test (Lot) 
scores for the two groups: (F (1, 76) = 14.618, p = .000). The size effect, calculated using eta 
squared, was .2. Post-hoc comparisons using the Tukey HSD test indicated that the mean score 
of Group 1 (M = 2.21, SD = .914) was significantly different from Group 2 (M = 1.52, SD = .664) 
(See Figure 16). 
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Figure 16.  Study Two Est imated Means of the Event Would Encourage 
Dr inking Alcohol 
 
5.5.5. Discussion  
The results of study two provided support for hypotheses H2a and H2b, which predicted 
young people’s intentions to drink beer at an event will be greater when that event is sponsored 
by an alcoholic (vs. non-alcoholic) beverage brand; and young people will be more likely to think 
that an event would encourage them to drink alcohol when that event is sponsored by an 
alcoholic (vs. non-alcoholic) beverage brand. 
As the results of study one demonstrated, the intention to drink alcohol increased when 
participants recalled the specific event (“Enterro da Gata”) that was sponsored by an alcoholic 
beverage brand. The significant point in study two was that, the effect of sponsorship itself was 
examined particularly with the fake beverage brand. “Govara Beer” and “Govara Cola” were two 
made-up brands that could have an impact on participants regardless of knowing the brand 
name.  
The findings of study two were interesting, in that merely knowing the sponsor is an alcoholic 
company was sufficient to encourage people to drink alcohol. These outcomes proved once more 
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that event sponsorship can be an effective means through which companies can communicate 
with target markets and those attending events (Bühler & Nufer, 2008), in this case young 
people. In addition, this is further evidence that specifically alcohol sponsorship can allow a link 
to form in the minds of consumers between the product and a particular event and associate 
participants with alcohol consumption (Jones, 2010).  
Therefore, study one upholds that recalling an event which is associated with alcohol non-
consciously has impact on later intentions to drink, study two afterwards adds that an event is 
sponsored by just a fake beverage brand encourages and increases the intentions to drink.  
It is relevant now to examine how sponsorship of a real and well-known brand, which can be 
much closer to reality, can affect these attitudes and intentions. In this regard, study three in the 
next chapter illustrates how sponsorship by a “well-known” brand can affect participants’ 
attitudes and intentions related to alcohol. 
 
 
  90 
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Chapter 6.   Study Three 
Study one examined how recalling alcoholic sponsored event vs. control condition affected 
goal-directed attitude and intention towards alcohol consumption. Merely activating a 
representation of an event sponsored by an alcoholic beverage brand unconsciously could affect 
subsequent goal-directed intention in that situation (H1). The results of study one demonstrated 
that those in the condition of the event sponsored by an alcoholic beverage brand reported a 
greater desire to consume alcoholic drinks than those in the control condition. Subsequently, 
study two tested the effect of sponsorship by the fake brand (alcoholic beverage vs. non-alcoholic 
beverage brand sponsorship) on perception of the event, attitude towards alcohol and intention to 
consume beer. As predicted, the results demonstrated that the intention to consume beer at the 
event increased in the participants who engaged in the experimental condition (the event 
sponsored by the alcoholic brand), as opposed to participants in the control condition (H2a) and 
also, participants reported greater probability of thinking the event sponsored by the alcoholic 
brand would encourage them to drink alcohol more than those in the control condition (H2b). 
Study three aimed to both replicate and extend these results. Here the focus was on the 
effects of sponsorship by “known” brands on goal-directed attitude and intention related to 
alcohol consumption. Therefore, study three examined hypotheses H3a, H3b, H3c, H3d, H3e 
and H3f, that young people’s intentions to drink beer at an event will be greater when the event 
is sponsored by a well-known alcoholic (vs. non-alcoholic) beverage brand (H3a); young people 
will perceive an event as more exciting when the event is sponsored by a well-known alcoholic 
(vs. non-alcoholic) beverage brand (H3b); young people will recommend participation in an event 
more strongly to their friends when the event is sponsored by a well-known alcoholic (vs. non-
alcoholic) beverage brand (H3c); young people will be more likely to participate in an event when 
the event is sponsored by a well-known alcoholic (vs. non-alcoholic) beverage brand (H3d); young 
people will be more likely to think that an event would help them forget their problems when the 
event is sponsored by a well-known alcoholic (vs. non-alcoholic) beverage brand (H3e) and finally, 
young people will be more likely to think that an event would encourage them to drink alcohol 
when that event is sponsored by a well-known alcoholic (vs. non-alcoholic) beverage brand (H3f). 
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6.1. Design and Participants 
Also in this experiment, the event sponsorship as an independent variable was manipulated to 
make two distinct conditions (sponsorship by alcoholic beverage brand vs. sponsorship by non-
alcoholic beverage brand) and the effects on dependent variables (intention to consume beer; 
excitement of the event; recommending participation; likelihood of participation; thinking the 
event would help forget problems and thinking the event would encourage drinking alcohol) were 
examined. 
Participants were students from the University of Minho who volunteered to participate in this 
study. One hundred and forty-eight students participated. As in the previous study, some 
questionnaires received were excluded because of being incomplete and unusable, and to 
increase the statistical power, reliability of the dataset. For the second reason, as before (see 
section 5.5.1) the Instructional Manipulation Check (IMC) tool (Oppenheimer et al., 2009) was 
applied to detect participants who were not following instructions. Additionally, twenty-seven 
questionnaires received were excluded since these respondents belonged to the “frequent 
alcohol drinkers” group and also those who seemed to be aware of the objective of the study. 
Therefore, as in the situation in study two, the exclusion was necessary for the accuracy of the 
experiment.  
Data analysis was applied to fifty-two participants of whom forty-three were female (82.7%), six 
were male (11.5%) and three did not indicate gender (5.8%). Ages ranged from nineteen to thirty-
five, with a mean age of 24.33. Twenty-six participants received the questionnaire, which 
included sponsorship by “Super Bock” (experimental condition) and the rest (twenty-six) received 
the one including sponsorship by “Coca-Cola” (control condition). Data were collected through 
online questionnaires. The web-based software ‘Qualtrics’ was used to design the online 
questionnaires. 
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6.2. Independent Variable Manipulation 
The findings of study one were used to define the independent variable in the current study. 
According to the findings of study one, “Super Bock” (the sponsor of “Enterro da Gata” in study 
one) was the beer brand most preferred by participants, and it was also the brand most 
associated with fun in alcoholic drinks. Likewise, “Coca-Cola” was the brand most associated 
with fun in non-alcoholic drinks.  
Once more sponsorship, which was the main independent variable in study two, was 
manipulated in study three. Consequently, the two alcoholic (Super Bock) and non-alcoholic 
(Coca-Cola) beverage brands most associated with fun were chosen as independent variable 
manipulations and were selected as the sponsors of the ostensible event in study three. 
Once again, there was a concert announcement in the form of a poster. The target poster 
contained a description of a concert including the name of the concert, the statement that entry 
was free, and mention of the concert’s sponsor with the brand image (See Figure 17 and Figure 
18). In the form of two questionnaires that varied in terms of sponsorship of the event and the 
brand image, participants were randomly presented with experimental (sponsorship by Super 
Bock) and control (sponsorship by Coca-Cola) conditions. 
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Figure 17. Event Poster for Study 
Three (Exper imental  Condit ion) 
 
Figure 18. Event Poster for Study 
Three  (Control  Condit ion) 
 
6.3. Procedure and Dependent Variables 
An email was sent through the Minho University database to all the students, they were asked 
if they wanted to volunteer to participate in a study directed at young people, which would take 
less than ten minutes to fill in. They should use a link inserted in the email message to access 
the questionnaire. After clicking on the link, participants were shown a page where firstly they 
could choose the language they intended to answer the questions in. Because of the international 
students among the university students the questionnaires were designed in two versions, 
English and Portuguese (See Appendix 2. 13 & Appendix 2. 15 for Portuguese versions of the 
questionnaires). The online survey provided the settings by which clicking on the link would 
randomly open one of the questionnaires designed for the study. Thus, participants were 
randomly assigned to one of the questionnaires (See Appendix 2. 12 for Sponsorship by Super 
Bock and Appendix 2. 14 for Sponsorship by Coca-Cola questionnaires). 
The questionnaire at the beginning consisted of an introductory part thanking the participants 
for their cooperation and explaining the questionnaire would take a maximum of ten minutes to 
complete. Moreover, participants were asked to complete the questionnaire as accurately as 
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possible and were informed that their answers would remain anonymous and would be treated 
as an aggregate. In the second part of the questionnaire, two questions one for avoiding 
participants filling in the same questionnaire twice and the other one as Instructional 
Manipulation Check (IMC) tool (Oppenheimer et al., 2009) were designed. For the first goal, if 
they had filled in the same questionnaire before, this question would lead to the end of 
questionnaire, which was the statement of “thank you for your previous cooperation”. For the 
second goal, the question as IMC one in the questionnaire was asking participants to mark the 
events they regularly participate in, while the instruction of this question earlier asked them to 
ignore the question, and instead simply write "OK" in the text box that was provided below the 
question. Then those who did not write “OK” in the text box and marked the events, excluded 
from the data analysis.  
Following these parts, the participants were shown the event poster. The settings of the online 
survey allowed all participants to be exposed to the poster for just twenty-five seconds. Pretest 
demonstrated that this was the optimal duration. This poster also included the name of the 
company sponsoring the event with its brand image. However, this information varied between 
the two questionnaires. After this section, participants were asked to answer certain questions 
related to the event. The target questions (main dependent variables) were embedded among the 
questions.  
The effect of exposure to sponsorship was measured in six ways. Firstly, for respondents’ 
assessment of the event’s association with excitement, participants were asked to indicate the 
extent to which they thought the event was “exciting” on a four-point Likert scale where 1 = “not 
exciting at all” and 4 = “very exciting”. Secondly, in recommending participation in the event to 
their friends, participants were asked if they would recommend participating in this event to their 
friends and the four-point Likert scale was 1 = “definitely would not” and 4 = “definitely would”. 
Thirdly, in respondents’ assessment of the likelihood of their participation in the event, on a four-
point Likert scale, ranging from 1 = “very unlikely” to 4 = “very likely”, participants were asked to 
indicate how likely it was they would want to participate in the event. Fourthly, in respondents’ 
assessment of their agreement with the thinking of “this event will help me to forget my 
problems” and “this event will encourage me to drink alcoholic drinks”, participants were asked 
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to indicate the extent of their agreement on a four-point Likert scale, ranging from 1 = “strongly 
disagree” to 4 = “strongly agree” with the same statements. 
A measure of intention to consume beer was carried out by participants’ reports of intended 
drinks consumption; participants were asked to estimate the number of drinks they would 
consume at the event. They could answer on a six-point Likert scale ranging from 1 = “none” and 
2 = “1 to 2 glasses” to 6 = “9 or more glasses”. 
Following these measures, checks were carried out for the manipulated variable. Perception 
of sponsorship was measured by asking participants to indicate to what extent they agreed with 
the sentences “the event in the poster was sponsored by Super Bock”; and “the event in the 
poster was sponsored by Coca-Cola”. Agreement with these statements was measured on a four-
point Likert scale, ranging from 1 = “strongly disagree” to 4 = “strongly agree”.  
As in the questionnaire of study two, two more questions functioned as filtering questions. In 
order to separate “frequent alcohol drinkers” in the database, in a question participants were 
asked to specify how often and in what quantity they typically consume alcohol. Additionally, in 
an open-ended question participants were asked to state what they thought was the purpose of 
the study (suspicion probe). 
Finally, the last part of the questionnaire asked participants for some demographic 
information such as gender, age, nationality, employment situation and level of education, which 
was used to categorize the survey responses. 
6.4. Results of Study Three 
The software Statistical Package for the Social Sciences (SPSS) version 20 was used for the 
statistical analysis of the collected data for the study. 
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6.4.1. Manipulation Checks 
Manipulation checks were carried out for the manipulation variables – sponsorship by “Super 
Bock” and “Coca-Cola”. A one-way between-group analysis of variance (ANOVA) confirmed that 
participants in the experimental condition (M = 3.81, SD = .402), were more likely to agree that 
the target poster specified “Super Bock” as the sponsor of the event than those in the control 
condition (M = 1.04, SD = .196); F (1,50) = 996.923, p = .000, η!!  = .95 (See Tables 24, 25, 
26 & 27 for ANOVA results). 
Table 24. Study Three – Table of  ANOVA Results for Manipulat ion Checks 
(Sponsorship by Super Bock) – Descr ipt ives 
 
 
N 
 
 
 
Mean 
 
 
Std. 
Deviation 
 
 
 
Std. Error 
95% Confidence Interval for 
Mean 
 
 
 
Min 
 
 
 
Max 
Lower Bound Upper Bound 
Super Bock 26 3.81 .402 .079 3.65 3.97 3 4 
Coca Cola 26 1.04 .196 .038 .96 1.12 1 2 
Total 52 2.42 1.433 .199 2.02 2.82 1 4 
 
Table 25. Study Three – Table of  ANOVA Results for Manipulat ion Checks 
(Sponsorship by Super Bock) – Test of  Homogeneity of  Var iances 
Levene Statistic 
 
 
df1 
 
df2 
 
Sig. 
15.504 1 50 .000 
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Table 26. Study Three – Table of  ANOVA Results for Manipulat ion Checks 
(Sponsorship by Super Bock) – ANOVA 
 
Sum of Squares df Mean Square F Sig. 
Between Groups 99.692 1 99.692 996.923 .000 
Within Groups 5.000 50 .100 
  
Total 104.692 51 
   
 
Table 27. Study Three – Table of  ANOVA Results for Manipulat ion Checks 
(Sponsorship by Super Bock) – Robust Tests of  Equal i ty of  Means 
 
Statistica df1 df2 Sig. 
Welch 996.923 1 36.266 .000 
Brown-Forsythe 996.923 1 36.266 .000 
a. Asymptotically F distributed. 
Conversely, a one-way between-group analysis of variance (ANOVA) confirmed that 
participants in the control condition (M = 3.96, SD = .196) were more likely to agree that the 
target poster specified “Coca-Cola” as the sponsor of the event than those in the experimental 
condition (M = 1.19, SD = .491); F (1,50) = 712.088, p = .000, η!!  = .93 (See Tables 28, 29, 
30 & 31 for ANOVA results). Therefore, the results indicated that subjects noted and were able to 
recall the information relevant to the sponsorship shown in the event poster. 
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Table 28. Study Three – Table of  ANOVA Results for Manipulat ion Checks 
(Sponsorship by Coca-Cola) -  Descr ipt ives 
 
 
N 
 
 
 
Mean 
 
 
Std. 
Deviation 
 
 
 
Std. Error 
95% Confidence Interval for 
Mean 
 
 
 
Min 
 
 
 
Max 
Lower Bound Upper Bound 
Super Bock 26 1.19 .491 .096 .99 1.39 1 3 
Coca Cola 26 3.96 .196 .038 3.88 4.04 3 4 
Total 52 2.58 1.446 .201 2.17 2.98 1 4 
 
Table 29. Study Three – Table of  ANOVA Results for Manipulat ion Checks 
(Sponsorship by Coca-Cola) -  Test of  Homogeneity of  Var iances 
Levene Statistic 
 
 
df1 
 
df2 
 
Sig. 
10.016 1 50 .003 
 
Table 30. Study Three – Table of  ANOVA Results for Manipulat ion Checks 
(Sponsorship by Coca-Cola) -  ANOVA 
 
Sum of Squares df Mean Square F Sig. 
Between Groups 99.692 1 99.692 712.088 .000 
Within Groups 7.000 50 .140 
  
Total 106.692 51 
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Table 31. Study Three – Table of  ANOVA Results for Manipulat ion Checks 
(Sponsorship by Coca-Cola) -  Robust Tests of  Equal i ty of  Means 
 
Statistica df1 df2 Sig. 
Welch 712.088 1 32.765 .000 
Brown-Forsythe 712.088 1 32.765 .000 
a. Asymptotically F distributed. 
6.4.2. Intention to Consume Beer at the Event 
The data showed significant differences in intended beer consumption for the two groups, in 
terms of the number of drinks (beer) they intended to consume at the event. A one-way between-
group analysis of variance (ANOVA) was conducted to explore the impact of exposure to 
sponsorship by an alcoholic and non-alcoholic beverage brand on intention to consume beer at 
the event (See Tables 32, 33, 34 & 35 for ANOVA results). 
Table 32. Study Three – Table of  ANOVA Results for Intent ion to Consume Beer 
at  the Event -  Descr ipt ives 
 
 
N 
 
 
 
Mean 
 
 
Std. 
Deviation 
 
 
 
Std. Error 
95% Confidence Interval for 
Mean 
 
 
 
Min 
 
 
 
Max 
Lower Bound Upper Bound 
Super Bock 26 1.69 .838 .164 1.35 2.03 1 4 
Coca Cola 26 1.27 .667 .131 1.00 1.54 1 4 
Total 52 1.48 .779 .108 1.26 1.70 1 4 
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Table 33. Study Three – Table of  ANOVA Results for Intent ion to Consume Beer 
at  the Event -  Test of  Homogeneity of  Var iances 
Levene Statistic 
 
 
df1 
 
df2 
 
Sig. 
3.820 1 50 .056 
 
Table 34. Study Three – Table of  ANOVA Results for Intent ion to Consume Beer 
at  the Event -  ANOVA 
 
Sum of Squares df Mean Square F Sig. 
Between Groups 2.327 1 2.327 4.060 .049 
Within Groups 28.654 50 .573 
  
Total 30.981 51 
   
 
Table 35. Study Three – Table of  ANOVA Results for Intent ion to Consume Beer 
at  the Event -  Robust Tests of  Equal i ty of  Means 
 
Statistica df1 df2 Sig. 
Welch 4.060 1 47.608 .050 
Brown-Forsythe 4.060 1 47.608 .050 
a. Asymptotically F distributed. 
Participants were divided into two groups according to the conditions they had been allocated 
(Group 1: presented with sponsorship by an alcoholic beverage brand; Group 2: presented with 
sponsorship by a non-alcoholic beverage brand). There was a statistically significant difference at 
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the p < .05 level in Life Orientation Test (Lot) scores for the two groups: (F (1, 50) = 4.06, p = 
.49). The size effect, calculated using eta squared, was .08. Post-hoc comparisons using the 
Tukey HSD test indicated that the mean score of Group 1 (M = 1.69, SD = .838) was significantly 
different from Group 2 (M = 1.27, SD = .667) (See Figure 19). 
Figure 19.  Study Three Est imated Means of Intent ion to Consume Beer at  
the Event 
 
6.4.3. Excitement of the Event 
With regard to respondents’ assessment of association of the event with excitement, 
participants were asked to indicate the extent to which they thought the event was “exciting”. A 
one-way between-group analysis of variance (ANOVA) was carried out to examine the impact of 
exposure to sponsorship by an alcoholic and non-alcoholic beverage brand on the excitement of 
the event (See Tables 36, 37, 38 & 39 for ANOVA results). 
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Table 36. Study Three – Table of  ANOVA Results for Exci tement of  the Event -  
Descr ipt ives 
 
 
N 
 
 
 
Mean 
 
 
Std. 
Deviation 
 
 
 
Std. Error 
95% Confidence Interval for 
Mean 
 
 
 
Min 
 
 
 
Max 
Lower Bound Upper Bound 
Super Bock 26 2.62 .697 .137 2.33 2.90 1 4 
Coca Cola 26 1.81 .491 .096 1.61 2.01 1 3 
Total 52 2.21 .723 .100 2.01 2.41 1 4 
 
Table 37. Study Three – Table of  ANOVA Results for Exci tement of  the Event -  
Test of  Homogeneity of  Var iances 
Levene Statistic 
 
 
df1 
 
df2 
 
Sig. 
4.777 1 50 .034 
 
Table 38. Study Three – Table of  ANOVA Results for Exci tement of  the Event -  
ANOVA 
 
Sum of Squares df Mean Square F Sig. 
Between Groups 8.481 1 8.481 23.309 .000 
Within Groups 18.192 50 .364 
  
Total 26.673 51 
   
Chapter 6. Study Three 
 104 
Table 39. Study Three – Table of  ANOVA Results for Exci tement of  the Event -  
Robust Tests of  Equal i ty of  Means 
 
Statistica df1 df2 Sig. 
Welch 23.309 1 44.924 .000 
Brown-Forsythe 23.309 1 44.924 .000 
a. Asymptotically F distributed. 
Participants were divided into two groups according to the conditions they had been allocated 
(Group 1: presented with sponsorship by an alcoholic beverage brand; Group 2: presented with 
sponsorship by a non-alcoholic beverage brand). The results demonstrated a statistically 
significant difference at the p < .05 level in Life Orientation Test (Lot) scores for the two groups: 
(F (1, 50) = 23.309, p = .000). The size effect, calculated using eta squared, was .3. Post-hoc 
comparisons using the Tukey HSD test indicated that the mean score of Group 1 (M = 2.62, SD 
= .697) was significantly different from Group 2 (M = 1.81, SD = .491) (See Figure 20). 
Figure 20.  Study Three Est imated Means of Exci tement of  the Event 
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6.4.4. Recommendation to Friends to Participate in the Event 
Regarding recommendation to friends to attend the event, participants were asked to indicate 
the extent to which they would recommend the event to their friends. A one-way between-group 
analysis of variance (ANOVA) was conducted to explore the impact of exposure to sponsorship by 
an alcoholic and non-alcoholic beverage brand on recommending participation in the event to 
friends (See Tables 40, 41, 42 & 43 for ANOVA results). 
Table 40. Study Three – Table of  ANOVA Results for Recommendat ion to 
Fr iends to Part ic ipate in the Event -  Descr ipt ives 
 
 
N 
 
 
 
Mean 
 
 
Std. 
Deviation 
 
 
 
Std. Error 
95% Confidence Interval for 
Mean 
 
 
 
Min 
 
 
 
Max 
Lower Bound Upper Bound 
Super Bock 26 2.77 .430 .084 2.60 2.94 2 3 
Coca Cola 26 2.12 .711 .140 1.83 2.40 1 3 
Total 52 2.44 .669 .093 2.26 2.63 1 3 
 
 
Table 41. Study Three – Table of  ANOVA Results for Recommendat ion to 
Fr iends to Part ic ipate in the Event -  Test of  Homogeneity of  Var iances 
Levene Statistic 
 
 
df1 
 
df2 
 
Sig. 
3.707 1 50 .060 
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Table 42. Study Three – Table of  ANOVA Results for Recommendat ion to 
Fr iends to Part ic ipate in the Event -  ANOVA 
 
Sum of Squares df Mean Square F Sig. 
Between Groups 5.558 1 5.558 16.091 .000 
Within Groups 17.269 50 .345 
  
Total 22.827 51 
   
 
Table 43. Study Three – Table of  ANOVA Results for Recommendat ion to 
Fr iends to Part ic ipate in the Event -  Robust Tests of  Equal i ty of  Means 
 
Statistica df1 df2 Sig. 
Welch 16.091 1 41.096 .000 
Brown-Forsythe 16.091 1 41.096 .000 
a. Asymptotically F distributed. 
Participants were divided into two groups according to the conditions they had been allocated 
(Group 1: presented with sponsorship by an alcoholic beverage brand; Group 2: presented with 
sponsorship by a non-alcoholic beverage brand). There was a statistically significant difference at 
the p < .05 level in Life Orientation Test (Lot) scores for the two groups: (F (1, 50) = 16.091, p = 
.000). The size effect, calculated using eta squared, was .2. Post-hoc comparisons using the 
Tukey HSD test indicated that the mean score of Group 1 (M = 2.77, SD = .430) was significantly 
different from Group 2 (M = 2.12, SD = .711) (See Figure 21). 
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Figure 21.  Study Three Est imated Means of Recommendat ion to Fr iends to 
Part ic ipate in the Event 
 
6.4.5. Likelihood of Participation in the Event  
With reference to respondents’ assessment of the likelihood of their participation in the event, 
participants were asked to indicate how likely it was they would want to participate in the event. A 
one-way between-group analysis of variance (ANOVA) was performed to investigate the impact of 
exposure to sponsorship by an alcoholic and non-alcoholic beverage brand on the likelihood of 
attending the event (See Tables 44, 45, 46 & 47 for ANOVA results).  
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Table 44. Study Three – Table of  ANOVA Results for L ikel ihood of Part ic ipat ion 
in the Event -  Descr ipt ives 
 
 
N 
 
 
 
Mean 
 
 
Std. 
Deviation 
 
 
 
Std. Error 
95% Confidence Interval for 
Mean 
 
 
 
Min 
 
 
 
Max 
Lower Bound Upper Bound 
Super Bock 26 2.19 .694 .136 1.91 2.47 1 3 
Coca Cola 26 1.77 .652 .128 1.51 2.03 1 3 
Total 52 1.98 .700 .097 1.79 2.18 1 3 
 
Table 45. Study Three – Table of  ANOVA Results for L ikel ihood of Part ic ipat ion 
in the Event -  Test of  Homogeneity of  Var iances 
Levene Statistic 
 
 
df1 
 
df2 
 
Sig. 
.064 1 50 .801 
 
Table 46. Study Three – Table of  ANOVA Results for L ikel ihood of Part ic ipat ion 
in the Event -  ANOVA 
 
Sum of Squares df Mean Square F Sig. 
Between Groups 2.327 1 2.327 5.136 .028 
Within Groups 22.654 50 .453 
  
Total 24.981 51 
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Table 47. Study Three – Table of  ANOVA Results for L ikel ihood of Part ic ipat ion 
in the Event -  Robust Tests of  Equal i ty of  Means 
 
Statistica df1 df2 Sig. 
Welch 5.136 1 49.803 .028 
Brown-Forsythe 5.136 1 49.803 .028 
a. Asymptotically F distributed. 
Participants were divided into two groups according to the conditions they had been allocated 
(Group 1: presented with sponsorship by an alcoholic beverage brand; Group 2: presented with 
sponsorship by a non-alcoholic beverage brand). There was a statistically significant difference at 
the p < .05 level in Life Orientation Test (Lot) scores for the two groups: (F (1, 50) = 5.136, p = 
.028). The size effect, calculated using eta squared, was .1. Post-hoc comparisons using the 
Tukey HSD test indicated that the mean score of Group 1 (M = 2.19, SD = .694) was significantly 
different from Group 2 (M = 1.77, SD = .652) (See Figure 22). 
Figure 22.  Study Three Est imated Means of L ikel ihood of Part ic ipat ion in the 
Event 
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6.4.6. Event Would Help to Forget Problems 
Relating to respondents’ assessment of their agreement with the statement that “this event 
will help me to forget my problems”, participants were asked to indicate the extent of their 
agreement with the statement “this event will help me to forget my problems”. A one-way 
between-group analysis of variance (ANOVA) was carried out to examine the impact of exposure 
to sponsorship by an alcoholic and non-alcoholic beverage brand on thinking the event would 
help the participant to forget his/her problems (See Tables 48, 49, 50 & 51 for ANOVA results). 
Table 48. Study Three – Table of  ANOVA Results for Event Would Help to 
Forget Problems -  Descr ipt ives 
 
 
N 
 
 
 
Mean 
 
 
Std. 
Deviation 
 
 
 
Std. Error 
95% Confidence Interval for 
Mean 
 
 
 
Min 
 
 
 
Max 
Lower Bound Upper Bound 
Super Bock 26 2.65 .846 .166 2.31 3.00 1 4 
Coca Cola 26 2.19 .749 .147 1.89 2.49 1 3 
Total 52 2.42 .825 .114 2.19 2.65 1 4 
 
Table 49. Study Three – Table of  ANOVA Results for Event Would Help to 
Forget Problems -  Test of  Homogeneity of  Var iances 
Levene Statistic 
 
 
df1 
 
df2 
 
Sig. 
.091 1 50 .764 
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Table 50. Study Three – Table of  ANOVA Results for Event Would Help to 
Forget Problems -  ANOVA 
 
Sum of Squares df Mean Square F Sig. 
Between Groups 2.769 1 2.769 4.337 .042 
Within Groups 31.923 50 .638 
  
Total 34.692 51 
   
 
Table 51. Study Three – Table of  ANOVA Results for Event Would Help to 
Forget Problems -  Robust Tests of  Equal i ty of  Means 
 
Statistica df1 df2 Sig. 
Welch 4.337 1 49.285 .042 
Brown-Forsythe 4.337 1 49.285 .042 
a. Asymptotically F distributed. 
Participants were divided into two groups according to the conditions they had been allocated 
(Group 1: presented with sponsorship by an alcoholic beverage brand; Group 2: presented with 
sponsorship by a non-alcoholic beverage brand). The results showed a statistically significant 
difference at the p < .05 level in Life Orientation Test Life Orientation Test (Lot) scores for the two 
groups: (F (1, 50) = 4.337, p = .042). The size effect, calculated using eta squared, was .1. Post-
hoc comparisons using the Tukey HSD test indicated that the mean score of Group 1 (M = 2.65, 
SD = .846) was significantly different from Group 2 (M = 2.19, SD = .749) (See Figure 23). 
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Figure 23.  Study Three Est imated Means of the Event Would Help to Forget 
Problems 
 
6.4.7. Event Would Encourage Drinking Alcohol 
In terms of respondents’ assessment of their agreement with the statement that “this event 
will encourage me to drink alcoholic drinks”, participants were asked to indicate the extent of 
their agreement with that statement. A one-way between-group analysis of variance (ANOVA) was 
applied to observe the impact of exposure to sponsorship by an alcoholic and non-alcoholic 
beverage brand on thinking the event would encourage drinking alcohol (See Tables 52, 53, 54 & 
55 for ANOVA results). 
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Table 52. Study Three – Table of  ANOVA Results for Event Would Encourage 
Dr inking Alcohol -  Descr ipt ives 
 
 
N 
 
 
 
Mean 
 
 
Std. 
Deviation 
 
 
 
Std. Error 
95% Confidence Interval for 
Mean 
 
 
 
Min 
 
 
 
Max 
Lower Bound Upper Bound 
Super Bock 26 2.12 .816 .160 1.79 2.45 1 3 
Coca Cola 26 1.73 .667 .131 1.46 2.00 1 3 
Total 52 1.92 .763 .106 1.71 2.14 1 3 
 
Table 53. Study Three – Table of  ANOVA Results for Event Would Encourage 
Dr inking Alcohol -  Test of  Homogeneity of  Var iances 
Levene Statistic 
 
 
df1 
 
df2 
 
Sig. 
1.211 1 50 .276 
 
Table 54. Study Three – Table of  ANOVA Results for Event Would Encourage 
Dr inking Alcohol -  ANOVA 
 
Sum of Squares df Mean Square F Sig. 
Between Groups 1.923 1 1.923 3.463 .069 
Within Groups 27.769 50 .555 
  
Total 29.692 51 
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Table 55. Study Three – Table of  ANOVA Results for Event Would Encourage 
Dr inking Alcohol -  Robust Tests of  Equal i ty of  Means 
 
Statistica df1 df2 Sig. 
Welch 3.463 1 48.087 .069 
Brown-Forsythe 3.463 1 48.087 .069 
a. Asymptotically F distributed. 
Participants were divided into two groups according to the conditions they had been allocated 
(Group 1: presented with sponsorship by an alcoholic beverage brand; Group 2: presented with 
sponsorship by a non-alcoholic beverage brand). The results revealed a marginally statistically 
significant difference at the p < .05 level in Life Orientation Test Life Orientation Test (Lot) scores 
for the two groups: (F (1, 50) = 3.463, p = .069). The size effect, calculated using eta squared, 
was .1. Post-hoc comparisons using the Tukey HSD test indicated that the mean score of Group 
1 (M = 2.12, SD = .816) was only marginally different from Group 2 (M = 1.73, SD = .667) (See 
Figure 24). 
Figure 24.  Study Three Est imated Means of the Event Would Encourage Me 
To Drink Alcohol 
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6.5. Discussion 
6.5.1. Intention to Consume Beer at the Event 
The result of study one provided support for hypotheses H1, which predicted exposure to an 
event associated with an alcoholic beverage sponsor would trigger intentions to drink. The results 
of study two confirmed and expanded this result and support H2a, that young people’s intentions 
to drink beer at an event will be greater when that event is sponsored by an alcoholic (vs. non-
alcoholic) beverage brand. Study three replicated this outcome of study two, and in further 
support of hypothesis H3a, young people’s intentions to drink beer at an event will be greater 
when that event is sponsored by a “well-known” alcoholic (vs. non-alcoholic) beverage brand. 
Indeed, those in the experimental condition estimated greater estimation of alcohol 
consumption (beer) at the event than those in the control condition. When asked to estimate the 
number of alcoholic drinks (beer) they would consume at the event, 50% of participants in the 
experimental condition (sponsorship by an alcoholic beverage brand) estimated “more than five 
glasses” of alcoholic drink versus only 19.2% of those in the control condition (sponsorship by a 
non-alcoholic beverage brand). This result of study three is the replication of study two, but it also 
provides additional evidence in support of sponsorship’s effect on alcohol consumption since in 
study two the beverage brands were fake, and made-up ones while in study three they were two 
well-known brands. 
6.5.2. Excitement of the Event 
The result gained from the effect of sponsorship by alcoholic or non-alcoholic beverage brands 
on perception of excitement of the event provided the evidence to support H3b of the research. 
Participants in the alcoholic beverage brand-sponsored condition expressed greater excitement 
regarding the event than participants in the non-alcoholic beverage brand-sponsored condition. In 
answer to the question of how much excitement they thought the event would provide, 65.4% of 
participants in the alcohol-sponsored condition stated “fairly exciting” or “very exciting” versus 
barely 3.8% of participants in the non-alcohol-sponsored condition. This result was added one 
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compared to the results of the previous study (two) that is there was no effect of sponsorship by 
alcoholic or non-alcoholic beverage brands on perception of excitement of the event in study two. 
It may show the more impact of well-known brands in study three than fake brands in study two.  
6.5.3. Recommendation to Friends to Participate in the Event  
According to the results, sponsorship by an alcoholic beverage brand gives more feeling of 
excitement regarding the event being sponsored by that brand than sponsorship by a non-
alcoholic beverage brand. Therefore, the recommendation to participate in the event would 
probably be stronger with sponsorship by an alcoholic beverage brand than in sponsorship by a 
non-alcoholic beverage brand. As the result of this experiment demonstrated, 76.9% of 
participants in the alcoholic beverage brand-sponsored condition declared they would “probably” 
or “definitely” recommend participation in the event to their friends, while 30.8% of participants 
in the non-alcoholic beverage brand-sponsored condition declared the same intention. Ultimately, 
this conclusion – the statistically significant difference in results supports H3c. 
6.5.4. Likelihood of Participation in the Event 
People who think that an event is exciting and recommend participation in that event to 
friends to would be more likely to participate in the event themselves. The results of study three 
also revealed a significant difference in the effect of sponsorship by the alcoholic vs. non-
alcoholic beverage brand on the likelihood of attendance at the event. Participants of the 
alcoholic beverage brand-sponsored condition displayed a greater likelihood of event participation 
than those participating in the non-alcoholic beverage brand-sponsored condition. When asked 
how likely they were to want to participate in the event, 34.6% of participants in the alcoholic 
beverage brand-sponsored condition said they were “likely” or “very likely” to participate versus 
11.5% of participants in the non-alcoholic beverage brand-sponsored condition. Thus, H3d of the 
research was supported.  
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6.5.5. Event Would Help to Forget Problems 
The impact of sponsorship by an alcoholic vs. non-alcoholic beverage brand on the perception 
that the event would help participants to forget their problems was shown by the results of study 
three. Perhaps one of the reasons for individuals taking part in events sponsored by alcohol 
sponsors with the offer of alcoholic drinks is that by drinking at least for some hours they forget 
their problems and feel free. According to the results, participants presented with sponsorship by 
the alcoholic beverage brand condition agreed more that “the event will help me to forget my 
problems” than participants presented with sponsorship by the non-alcoholic beverage brand 
condition. 73.1% of participants in the experimental condition (alcoholic beverage brand-
sponsored) agreed that the event would help them to forget their problems while 38.5% of 
participants in the control condition (non-alcoholic beverage brand-sponsored) agreed with the 
same statement. Consequently, this result supports H3e, that young people will be more likely to 
think an event would help them forget their problems when the event is sponsored by a well-
known alcoholic (vs. non-alcoholic) beverage brand. 
6.5.6. Event Would Encourage Drinking Alcohol 
According to hypothesis H3f, study three aimed to demonstrate that one of the influences of 
sponsorship by alcoholic (vs. non-alcoholic) beverage brands would be on participants’ 
perceptions that the alcoholic beverage brand-sponsored event would encourage drinking alcohol. 
The results indicated some differences between the two conditions: 38.5% of participants in the 
experimental condition agreed the event would encourage them to drink alcohol versus 11.5% of 
participants in the control condition. However, because the result was only marginally significant, 
H3f was not accepted. 
The outcomes of study three revealed that the nature of the “link created in the minds” of 
participants between the alcoholic beverage sponsor (Super Bock) and sponsee (event) was such 
that it resulted in image transfer whereby the sponsor and sponsee were associated with each 
other and benefited from that association” (Madill & O'Reilly, 2010). Hence, study three not only 
confirmed the result of study two (beer consumption at the event) but also, more importantly, 
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showed that the associations created through sponsorship between an event and its sponsor 
(Jones, 2010) could affect several aspects of event perception such as excitement of the event, 
recommendation to friends to participate in the event, likelihood of participation in the event and 
event would help to forget problems. Therefore, study three demonstrated the effect of an alcohol 
company’s sponsorship (Super Bock as a well-known brand) on events focused on young people. 
The outcomes of the three studies led to think about the ways that can mitigate the impact of 
sponsors on sponsees attitudes and intentions specifically regarding to the alcohol. Individuals’ 
use of persuasion knowledge related to the sponosrs’ marketing tactics could probably lesson 
this impact of sponsors. The next chapter will examine the impact of persuasion knowledge use 
on the results obtained in the previous study (three).  
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Chapter 7.   Study Four 
The results of the first three studies provided a consistent pattern whereby alcohol 
companies’ sponsorship play the role of the environmental stimuli and unconsciously are able to 
activate several goal-directed attitudes and intentions. The results of study one showed that 
activating a representation of an event sponsored by an alcoholic beverage brand caused the 
intention to consume alcoholic drinks. Next, the results of study two revealed that those exposed 
to the condition, which was the event sponsored by the alcoholic beverage brand (unknown and 
fake beer brand) showed a greater desire to consume beer at the event than those in the 
condition sponsored by the non-alcoholic beverage brand. Additionally, they expressed greater 
agreement that the event would encourage them to drink alcohol than those in the control 
condition. Likewise, the results of study three demonstrated that those in the alcoholic beverage 
brand-sponsored (well-known beer brand) condition not only showed a greater desire to consume 
beer at the event but they also reported a greater agreement that the event was exciting; 
increasing the probability of their participation and also their intention to recommend 
participation to their friends and it would help them to forget their problems, compared to those 
in the control condition. 
In line with these outcomes, the main objective of study four was to examine how making 
persuasion knowledge salient might affect individuals’ perception of the event as well as their 
intention with regard to alcohol consumption. In other words, study four sought to investigate 
whether triggering persuasion knowledge mitigates the influence of sponsorship on perception of 
the event and subsequent intention to drink alcohol in participants.     
In this respect, study four aimed to test whether young people’s intention to consume beer at 
an event sponsored by a well-known alcoholic beverage brand will be lower when a persuasion 
knowledge cue is (vs. is not) present (H4a); in addition, when a persuasion knowledge cue is (vs. 
is not) present, will young people’s perceptions of the excitement of an event sponsored by a 
well-known alcoholic beverage brand be lower (H4b)? Will young people’s recommendation to 
their friends to participate in an event sponsored by a well-known alcoholic beverage brand to be 
lower when a persuasion knowledge cue is (vs. is not) present (H4c)? Likewise, study four was 
designed to test if when a persuasion knowledge cue is (vs. is not) present, the likelihood of event 
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participation (H4d), likelihood of thinking the event would help them forget their problems (H4e) 
and likelihood of thinking the event would encourage them to drink alcohol (H4f) in an event 
sponsored by a well-known alcoholic known beverage brand, will be lower.   
7.1. Design and Participants 
In order to test the above-mentioned hypotheses (H4a to H4f), the effects of the presence (vs. 
absence) of persuasion knowledge in an event sponsored by an alcoholic beverage brand (Super 
Bock) on intention to consume beer at the event; the excitement of the event; recommendation to 
friends to participate; likelihood of participation; thinking the event would help forget problems, 
and thinking the event would encourage drinking alcohol (dependent variables) were examined.  
One hundred and forty-nine student volunteers from the University of Minho participated in 
the study. A number of questionnaires received were excluded from the main analysis to increase 
the statistical power and reliability of the dataset (Instructional Manipulation Check tool 
(Oppenheimer at al., 2009) was applied), and twenty-one due to belonging to the “frequent 
alcohol drinkers” group. This group was always excluded from analysis since exclusion of this 
group was necessary because they were excessive alcohol drinkers and their answers would 
distort the accuracy of the experiment. 
These left a total of sixty participants, of whom forty-seven were female (78.3%) and thirteen 
were male (21.78%). Ages ranged from eighteen to thirty-five, and the average age was 23.38. 
Twenty-eight participants received the questionnaires including sponsorship by “Super Bock” 
without persuasion knowledge cues (control condition) and thirty-two received the questionnaires 
including sponsorship by “Super Bock” with persuasion knowledge cues (experimental 
condition). Data were collected through online questionnaires. The web-based software ‘Qualtrics’ 
was used to design the online questionnaires. 
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7.2. Independent Variable Manipulation 
In study four, persuasion knowledge was the main independent variable to be manipulated. 
As mentioned, this manipulation aimed to explore the effects of persuasion knowledge on 
intention to consume beer at the event; the excitement of the event; recommendation to 
participate in the event; likelihood of event participation; thinking the event would help forget 
problems, and thinking the event would encourage drinking alcohol, on the subjects presented 
with an event sponsored by an alcoholic beverage brand (Super Bock). The same concert 
announcement as in the previous study (study three), in the form of a poster, was adopted in this 
study. So the target poster, as in one of the posters in study three, contained the name of the 
concert, information that entry was free, and it included the sponsor of the concert (Super Bock) 
with its brand image. 
The persuasion knowledge manipulation was embedded in a question. Participants were 
asked to state to what extent they agreed with the statements that “Company sponsorships of 
leisure events are primarily motivated by their own business interests” and “Company 
sponsorships of leisure events are primarily motivated by the desire to increase sales”, whereas 
the statements in the control condition (absence of persuasion knowledge) stated that “Posters 
are an effective way to promote concerts and plays” and “Posters are an effective way to 
promote sports events”. Assessment of the respondents’ agreement with the above statements 
were on a four-point Likert scale, ranging from 1 = “Strongly disagree” to 4 = “Strongly agree”. 
Hence, in the form of two questionnaires containing the poster and varying in terms of having 
persuasion knowledge statements or not, participants were randomly presented with 
experimental (presence of persuasion knowledge) and control (absence of persuasion knowledge) 
conditions.  
7.3. Procedure and Dependent Variables 
As in study three, participants received the message by e-mail, which was sent through the 
Minho University database to all the students. Volunteer students could access the 
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questionnaires by clicking on a link inserted in the e-mail message. Because of the international 
students among the university students the questionnaires were designed in two versions, 
English (See Appendix 2. 16 & Appendix 2. 18) and Portuguese (See Appendix 2. 17 & Appendix 
2. 19). Therefore, participants could choose the language they intended to answer the 
questionnaire in. The online survey provided the settings whereby clicking on the link would 
randomly open one of the two questionnaires designed for the study. Thus, participants were 
randomly assigned to one of the questionnaires (See Appendix 2. 16 for Sponsorship by Super 
Bock and Appendix 2. 18 for Sponsorship by Super Bock and Persuasion Knowledge 
questionnaires). 
As in the questionnaire in the previous study, the questionnaire began by thanking 
participants for their cooperation, explaining this task was part of a wider study and that the 
questionnaire would take a maximum of ten minutes to complete. In this section, participants 
were asked to complete the questionnaire as accurately as possible and informed that their 
answers would remain anonymous and would be treated as an aggregate. 
Once again, the questionnaires contained two filter questions at the beginning. The function of 
the first was to avoid participants answering the questionnaire twice. Those who had already 
answered it would be led to the end of the questionnaire. The second filter question was related 
to the Instructional Manipulation Check (IMC) tool (Oppenheimer at al., 2009), which assisted in 
increasing the statistical power and reliability of the dataset and detected participants who were 
not following instructions. A question was asking participants to mark the events they regularly 
participate in, while the instruction of this question earlier asked them to ignore the question, and 
instead simply write "OK" in the text box that was provided below the question. Applying this tool 
made it possible to exclude from the analysis those respondents who had not followed the 
instructions and therefore their answers were not reliable and accurate for this study.  
Next, participants were shown the event poster. The settings of the online survey allowed all 
participants to be exposed to the poster for just twenty-five seconds. Pretest demonstrated that 
this was the optimal duration. This poster also included the name of the company sponsoring the 
event with the “Super Bock” brand image. 
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After this section, participants were asked to answer particular questions related to the event. 
The target questions (main dependent variables) were embedded among the questions. The 
main aim of having these questions was to see the effects of each condition on participants’ 
answers. 
The effect of exposure to the sponsorship and persuasion knowledge (presence/absence) was 
measured in six ways. Firstly, for respondents’ assessment of association of this event with 
excitement, participants were asked to indicate the extent to which they thought the event was 
“exciting” on a four-point Likert scale where 1 = “not exciting at all” and 4 = “very exciting”. 
Secondly, in respondents’ reports of recommending participation in the event to their friends, 
participants were asked if they would recommend participation in this event to their friends or not 
and the four-point Likert scale was 1 = “definitely would not” and 4 = “definitely would”. Thirdly, 
in respondents’ assessment of the likelihood of their participation in the event, on a four-point 
Likert scale, ranging from 1 = “very unlikely” to 4 = “very likely”, they were asked to indicate how 
likely it was they would want to participate in this event. Fourthly, in respondents’ assessment of 
their agreement with the thinking of “this event will help me to forget my problems” and “this 
event will encourage me to drink alcoholic drinks”, participants were asked to indicate the extent 
of their agreement on a four-point Likert scale, ranging from 1 = “strongly disagree” to 4 = 
“strongly agree” with the same statements. 
A measure of intention to consume beer was carried out by participants’ reports of intended 
drinks consumption and participants were asked to estimate the number of drinks they would 
consume at the event. They could answer on a six-point Likert scale ranging from 1 = “none” and 
2 = “1 to 2 glasses” to 6 = “9 or more glasses”. 
Following these measures, checks were carried out for the manipulated variable. Perception 
of the sponsorship was measured by asking participants to indicate to what extent they agreed 
with the sentences “the event in the poster was sponsored by Super Bock” and “the event in the 
poster was sponsored by Coca-Cola”. Agreement with these statements was measured on a four-
point Likert scale, ranging from 1 = “strongly disagree” to 4 = “strongly agree”.  
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Perception of persuasion knowledge was measured by asking participants to express to what 
extent they were thinking ought that companies sponsor events to “generate publicity for 
themselves”; “increase their notoriety”; “increase sales” and “create a good time for 
participants”. Opinion on these statements were measured on a four-point Likert scale, ranging 
from 1 = “I was not thinking about it” to 4 = “I was thinking a lot about it”. 
As in the previous study, two more questions were placed in the questionnaires to function as 
filtering questions. In order to separate frequent alcohol drinkers in the database, in a question 
participants were asked to specify how often and in what quantity they typically consumed 
alcohol. Additionally, in an open-ended question participants were asked to state what they 
thought was the purpose of the study.  
Finally, in the last part of the questionnaire participants were asked fro some demographic 
information including gender, age, nationality, employment situation and level of education, 
which was used to categorize the survey responses. 
7.4. Results of Study Four 
The software Statistical Package for the Social Sciences (SPSS) version 20 was used for the 
statistical analysis of the collected data for the study. 
7.4.1. Intention to Consume Beer at the Event 
Regarding the number of intended drinks (beer) at the event, the results showed no 
statistically significant effect. A one-way between-group analysis of variance (ANOVA) was carried 
out to investigate the influence of exposure to persuasion knowledge (presence vs. absence) on 
intention to consume beer at the event. However, the results showed no statistically significant 
effect to be reported (See Tables 56, 57, 58 & 59 for ANOVA results). 
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Table 56. Study Four – Table of  ANOVA Results for Intent ion to Consume Beer 
at  the Event -  Descr ipt ives 
 
 
N 
 
 
 
Mean 
 
 
Std. 
Deviation 
 
 
 
Std. Error 
95% Confidence Interval for 
Mean 
 
 
 
Min 
 
Max 
Lower Bound Upper Bound 
Super Bock 28 1.64 .826 .156 1.32 1.96 1 4 
Super Bock & 
Persuasion knowledge 
32 1.94 1.343 .237 1.45 2.42 1 6 
Total 60 1.80 1.132 .146 1.51 2.09 1 6 
 
Table 57. Study Four – Table of  ANOVA Results for Intent ion to Consume Beer 
at  the Event -  Test of  Homogeneity of  Var iances 
Levene Statistic 
 
 
df1 
 
df2 
 
Sig. 
1.629 1 58 .207 
 
Table 58. Study Four – Table of  ANOVA Results for Intent ion to Consume Beer 
at  the Event -  ANOVA 
 
Sum of Squares df Mean Square F Sig. 
Between Groups 1.296 1 1.296 1.012 .319 
Within Groups 74.304 58 1.281 
  
Total 75.600 59 
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Table 59. Study Four – Table of  ANOVA Results for Intent ion to Consume Beer 
at  the Event -  Robust Tests of  Equal i ty of  Means 
 
Statistica df1 df2 Sig. 
Welch 1.076 1 52.375 .304 
Brown-Forsythe 1.076 1 52.375 .304 
a. Asymptotically F distributed. 
7.4.2. Excitement of the Event 
In terms of respondents’ assessment of the event’s association with excitement, participants 
were asked to indicate the extent to which they thought the event was “exciting”. A one-way 
between-group analysis of variance (ANOVA) was conducted to detect the impact of exposure to 
persuasion knowledge (presence vs. absence) on the excitement of the event (See Tables 60, 61, 
62 & 63 for ANOVA results). 
Table 60. Study Four – Table of  ANOVA Results for Exci tement of  the Event -  
Descr ipt ives 
 
 
N 
 
 
 
Mean 
 
 
Std. 
Deviation 
 
 
 
Std. Error 
95% Confidence Interval for 
Mean 
 
 
 
Min 
 
 
 
Max 
Lower Bound Upper Bound 
Super Bock 28 2.57 .690 .130 2.30 2.84 1 4 
Super Bock & 
Persuasion knowledge 
32 2.22 .659 .117 1.98 2.46 1 3 
Total 60 2.38 .691 .089 2.20 2.56 1 4 
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Table 61. Study Four – Table of  ANOVA Results for Exci tement of  the Event -  
Test of  Homogeneity of  Var iances 
Levene Statistic 
 
 
df1 
 
df2 
 
Sig. 
.356 1 58 .553 
 
Table 62. Study Four – Table of  ANOVA Results for Exci tement of  the Event -  
ANOVA 
 
Sum of Squares df Mean Square F Sig. 
Between Groups 1.857 1 1.857 4.092 .048 
Within Groups 26.326 58 .454 
  
Total 28.183 59 
   
 
Table 63. Study Four – Table of  ANOVA Results for Exci tement of  the Event -  
Robust Tests of  Equal i ty of  Means 
 
Statistica df1 df2 Sig. 
Welch 4.067 1 56.150 .049 
Brown-Forsythe 4.067 1 56.150 .049 
a. Asymptotically F distributed. 
Participants were divided into two groups according to the conditions they had been allocated 
(Group 1: presented with sponsorship by “Super Bock” and persuasion knowledge (presence); 
Group 2: presented with sponsorship by “Super Bock” and persuasion knowledge (absence)). 
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The results revealed a statistically significant difference at the p < .05 level in Life Orientation 
Test (Lot) scores for the two groups: (F (1, 58) = 4.092, p = .048). The size effect, calculated 
using eta squared, was .1. Post-hoc comparisons using the Tukey HSD test indicated that the 
mean score of Group 1 (M = 2.22, SD = .659) was significantly different from Group 2 (M = 
2.57, SD = .690) (See Figure 25). 
Figure 25.  Study Four Est imated Means of Exci tement of  the Event 
 
7.4.3. Recommendation to Friends to Participate in the Event 
As for the recommendation to friends to participate in the event, participants were asked if 
they would recommend participation in the event to their friends or not. A one-way between-group 
analysis of variance (ANOVA) was carried out to explore the impact of exposure to persuasion 
knowledge (presence vs. absence) on recommending participation in the event to friends (See 
Tables 64, 65, 66 & 67 for ANOVA results). 
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Table 64. Study Four – Table of  ANOVA Results for Recommendat ion to Fr iends 
to Part ic ipate in the Event -  Descr ipt ives 
 
 
N 
 
 
 
Mean 
 
 
Std. 
Deviation 
 
 
 
Std. Error 
95% Confidence Interval for 
Mean 
 
 
 
Min 
 
 
 
Max 
Lower Bound Upper Bound 
Super Bock 28 2.79 .418 .079 2.62 2.95 2 3 
Super Bock & 
Persuasion knowledge 
32 2.44 .619 .109 2.21 2.66 1 3 
Total 60 2.60 .558 .072 2.46 2.74 1 3 
 
Table 65. Study Four – Table of  ANOVA Results for Recommendat ion to Fr iends 
to Part ic ipate in the Event -  Test of  Homogeneity of  Var iances 
Levene Statistic 
 
 
df1 
 
df2 
 
Sig. 
13.421 1 58 .001 
 
Table 66. Study Four – Table of  ANOVA Results for Recommendat ion to Fr iends 
to Part ic ipate in the Event -  ANOVA 
 
Sum of Squares df Mean Square F Sig. 
Between Groups 1.811 1 1.811 6.331 .015 
Within Groups 16.589 58 .286 
  
Total 18.400 59 
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Table 67. Study Four – Table of  ANOVA Results for Recommendat ion to Fr iends 
to Part ic ipate in the Event -  Robust Tests of  Equal i ty of  Means 
 
Statistica df1 df2 Sig. 
Welch 6.660 1 54.675 .013 
Brown-Forsythe 6.660 1 54.675 .013 
a. Asymptotically F distributed. 
Participants were divided into two groups according to the conditions they had been allocated 
(Group 1: presented with sponsorship by “Super Bock” and persuasion knowledge (presence); 
Group 2: presented with sponsorship by “Super Bock” and persuasion knowledge (absence)). 
There was a statistically significant difference at the p < .05 level in Life Orientation Test (Lot) 
scores for the two groups: (F (1, 58) = 6.331, p = .013). The size effect, calculated using eta 
squared, was .1. Post-hoc comparisons using the Tukey HSD test indicated that the mean score 
of Group 1 (M = 2.44, SD = .619) was significantly different from Group 2 (M = 2.79, SD = .418) 
(See Figure 26). 
Figure 26. Study Four Est imated Means of Recommendat ion to Fr iends to 
Part ic ipate in the Event 
 
2.2 
2.3 
2.4 
2.5 
2.6 
2.7 
2.8 
2.9 
Persuasion Knowledge 
(Presence) 
Persuasion Knowledge 
(Absence) 
Recommendation to Friends to Participate in the Event 
Recommendation to 
Friends to 
Participation in the 
Chapter 7. Study Four 
 131 
7.4.4. Likelihood of Participation in the Event 
As for respondents’ assessment of the likelihood of their participation in the event, 
participants were asked to indicate how likely it was they would want to participate in the event. 
So “likelihood of participation” was also subject to a one-way between-group analysis of variance 
(ANOVA). The results showed no significant impact of exposure to persuasion knowledge 
(presence vs. absence) on the likelihood of participation (See Tables 68, 69, 70 & 71 for ANOVA 
results). 
Table 68. Study Four – Table of  ANOVA Results for L ikel ihood of Part ic ipat ion 
in the Event -  Descr ipt ives 
 
 
N 
 
 
 
Mean 
 
 
Std. 
Deviation 
 
 
Std. 
Error 
95% Confidence Interval for 
Mean 
 
 
 
Min 
 
 
 
Max 
Lower Bound Upper Bound 
Super Bock 28 2.18 .670 .127 1.92 2.44 1 3 
Super Bock & 
Persuasion knowledge 
32 1.94 .840 .148 1.63 2.24 1 3 
Total 60 2.05 .769 .099 1.85 2.25 1 3 
 
Table 69. Study Four – Table of  ANOVA Results for L ikel ihood of Part ic ipat ion 
in the Event -  Test of  Homogeneity of  Var iances 
Levene Statistic 
 
 
df1 
 
df2 
 
Sig. 
2.564 1 58 .115 
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Table 70. Study Four – Table of  ANOVA Results for L ikel ihood of Part ic ipat ion 
in the Event -  ANOVA 
 
Sum of Squares df Mean Square F Sig. 
Between Groups .868 1 .868 1.481 .229 
Within Groups 33.982 58 .586 
  
Total 34.850 59 
   
 
Table 71. Study Four – Table of  ANOVA Results for L ikel ihood of Part ic ipat ion 
in the Event -  Robust Tests of  Equal i ty of  Means 
 
Statistica df1 df2 Sig. 
Welch 1.527 1 57.536 .222 
Brown-Forsythe 1.527 1 57.536 .222 
a. Asymptotically F distributed. 
7.4.5. Event Would Help to Forget Problems 
Concerning respondents’ assessment of their agreement with the statement that “this event 
will help me to forget my problems”, participants were asked to indicate the extent of their 
agreement. A one-way between-group analysis of variance (ANOVA) was carried out to examine 
the effect of exposure to persuasion knowledge (presence vs. absence) on thinking the event 
would help the participant to forget his/her problems (See Tables 72, 73, 74 & 75 for ANOVA 
results). 
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Table 72. Study Four – Table of  ANOVA Results for Event Would Help to Forget 
Problems -  Descr ipt ives 
 
 
N 
 
 
 
Mean 
 
 
Std. 
Deviation 
 
 
 
Std. Error 
95% Confidence Interval for 
Mean 
 
 
 
Min 
 
 
 
Max 
Lower Bound Upper Bound 
Super Bock 28 2.75 .752 .142 2.46 3.04 1 4 
Super Bock & 
Persuasion knowledge 
32 2.34 .745 .132 2.08 2.61 1 3 
Total 60 2.53 .769 .099 2.33 2.73 1 4 
 
Table 73. Study Four – Table of  ANOVA Results for Event Would Help to Forget 
Problems -  Test of  Homogeneity of  Var iances 
Levene Statistic 
 
 
df1 
 
df2 
 
Sig. 
1.181 1 58 .282 
 
Table 74. Study Four – Table of  ANOVA Results for Event Would Help to Forget 
Problems -  ANOVA 
 
Sum of Squares df Mean Square F Sig. 
Between Groups 2.465 1 2.465 4.403 .040 
Within Groups 32.469 58 .560 
  
Total 34.933 59 
   
 
Chapter 7. Study Four 
 134 
Table 75. Study Four – Table of  ANOVA Results for Event Would Help to Forget 
Problems -  Robust Tests of  Equal i ty of  Means 
 
Statistica df1 df2 Sig. 
Welch 4.398 1 56.817 .040 
Brown-Forsythe 4.398 1 56.817 .040 
a. Asymptotically F distributed. 
Participants were divided into two groups according to the conditions they had been allocated 
(Group 1: presented with sponsorship by “Super Bock” and persuasion knowledge (presence); 
Group 2: presented with sponsorship by “Super Bock” and persuasion knowledge (absence)). 
The results showed a statistically significant difference at the p < .05 level in Life Orientation Test 
(Lot) scores for the two groups: (F (1, 58) = 4.403, p = .040). The size effect, calculated using 
eta squared, was .1. Post-hoc comparisons using the Tukey HSD test indicated that the mean 
score of Group 1 (M = 2.34, SD = .745) was significantly different from Group 2 (M = 2.75, SD = 
.752) (See Figure 27). 
Figure 27.  Study Four Est imated Means of The Event Would Help to Forget 
Problems 
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7.4.6. Event Would Encourage Drinking Alcohol 
 Regarding respondents’ assessment of their agreement with the statement that “this event 
will encourage me to drink alcoholic drinks”, participants were asked to indicate the extent of 
their agreement with the statement. Consequently, “event would encourage participants to drink 
alcohol” was also subject to a one-way between-group analysis of variance (ANOVA). The results 
disclosed no significant effect of exposure to persuasion knowledge (presence vs. absence) 
worthy of note (See Tables 76, 77, 78 & 79 for ANOVA results). 
Table 76. Study Four – Table of  ANOVA Results for Event Would Encourage 
Dr inking Alcohol -  Descr ipt ives 
 
 
N 
 
 
 
Mean 
 
 
Std. 
Deviation 
 
 
 
Std. Error 
95% Confidence Interval for 
Mean 
 
 
 
Min 
 
 
 
Max 
Lower Bound Upper Bound 
Super Bock 28 2.11 .786 .149 1.80 2.41 1 3 
Super Bock & 
Persuasion knowledge 
32 2.38 .871 .154 2.06 2.69 1 4 
Total 60 2.25 .836 .108 2.03 2.47 1 4 
 
Table 77. Study Four – Table of  ANOVA Results for Event Would Encourage 
Dr inking Alcohol -  Test of  Homogeneity of  Var iances 
Levene Statistic 
 
 
df1 
 
df2 
 
Sig. 
1.011 1 58 .319 
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Table 78. Study Four – Table of  ANOVA Results for Event Would Encourage 
Dr inking Alcohol -  ANOVA 
 
Sum of Squares df Mean Square F Sig. 
Between Groups 1.071 1 1.071 1.547 .219 
Within Groups 40.179 58 .693 
  
Total 41.250 59 
   
 
Table 79. Study Four – Table of  ANOVA Results for Event Would Encourage 
Dr inking Alcohol -  Robust Tests of  Equal i ty of  Means 
 
Statistica df1 df2 Sig. 
Welch 1.568 1 57.935 .215 
Brown-Forsythe 1.568 1 57.935 .215 
a. Asymptotically F distributed. 
7.5. Discussion 
Although the results of the data analysis of study four demonstrated positive support for H4b 
(young people’s perception of the excitement of an event sponsored by a well-known alcoholic 
beverage brand will be lower when a persuasion knowledge cue is (vs. is not) present), H4c 
(young people’s recommendation to friends to participate in an event sponsored by a well-known 
alcoholic beverage brand will be lower when a persuasion knowledge cue is (vs. is not) present) 
and H4e (the likelihood of young people thinking an event sponsored by a well-known alcoholic 
beverage brand would help them forget their problems will be lower when a persuasion 
knowledge cue is (vs. is not) present), the results could not support H4a (young people’s 
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intentions to drink beer at an event sponsored by a well-known alcoholic beverage brand will be 
lower when a persuasion knowledge cue is (vs. is not) present), H4d (the likelihood of young 
people participating in an event sponsored by a well-known alcoholic beverage brand will be 
lower when a persuasion knowledge cue is (vs. is not) present) and H4f (the likelihood of young 
people thinking an event sponsored by a well-known alcoholic beverage brand would encourage 
them to drink alcohol will be lower when a persuasion knowledge cue is (vs. is not) present). 
Data analysis results revealed that those affected by the statements of persuasion knowledge 
(experimental condition) reported less feeling of “excitement of the event” (34.4% vs. 60.7% in 
the control condition) as well as less agreement with the statement that “the event would help 
them to forget problems” (50% vs. 78.6% in the control condition), and evidently, there was less 
recommendation to friends to participate in the event (50% vs. 78.6% in the control condition). 
But notably, the result relating to participants’ “likelihood of participation in the event” showed 
there was no significant impact of persuasion knowledge use in the experimental condition, 
though fewer people showed a “likelihood of participating in the event” (31.3%) in the 
experimental condition than (32.1%) in the control condition (absence of persuasion knowledge). 
Likewise, the results demonstrated that persuasion knowledge use did not have a significant 
effect on participants’ estimation of intended beer consumption. 50% of those in the experimental 
condition reported that they would consume beer at the event while 46.4% of participants in the 
control condition did so. Surprisingly, the outcomes revealed that those in the experimental 
condition (50%) indicated greater agreement that “the event would encourage drinking alcohol” 
than participants in the control condition (35.7%).  
As research shows, persuasion knowledge use requires the availability of cognitive resources 
and/or a cue to increase the accessibility of these knowledge structures (Campbell & Kirmani, 
2000). When a persuasion situation is not recognised for what it is, it can slip under the radar of 
individuals’ defences (Williams et al., 2004). On the contrary, “people tend to resist attempts at 
persuasion when they recognise them as such” (Wei et al., 2008, p. 35). That is why when 
individuals become aware that sponsorship is also a form of promotion results show that the 
event seems less exciting, they agree less that the event would help them to forget problems and 
are less likely to recommend it to others. Looking at the results – having impact on the 
perceptions of the event but not on the drinking intentions – it seems that on one hand 
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individuals are used to advertising and heavy promotion since they are faced with myriads of 
persuasion attempts every day of their lives, and these persuasion attempts try to influence them 
and also among the means of advertising sponsorship appears to be less well-known as a 
persuasion attempt. On the other hands, the lack of the impact on drinking intentions could be 
because of the strength of the impact of well-known beer brands in this case “Super Bock”. 
Nonetheless, clearly persuasion knowledge cannot explain everything in people’s lives 
because for instance in the case of the current study, even though people suddenly think it is 
less exciting and they are less likely to recommend it to others there is still no difference in the 
amount of beer they will consume at the event. 
Consequently, it may be concluded that in order to be applied, persuasion knowledge needs 
to be accessible. This accessibility can vary according to the characteristics of the persuasion 
situations, such as the availability of cognitive resources or the presence of persuasion cues. 
Therefore, the more such characteristics make persuasion knowledge salient, the greater the use 
of the knowledge structures (agent, topic and persuasion itself), and typically, the lower the levels 
of actual persuasion accomplished. This is where further work is needed to find out how better 
persuasion knowledge can work better. 
The next chapter reviews and integrates the findings of the four studies, and considers their 
implications for both theory and practice. 
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Chapter 8.   General  Discussion 
The focus of the present research was on sponsorship. Specifically, it examined the impact of 
event sponsorship by alcohol companies on participants’ perceptions of events and their 
intentions to drink. To do so, four experimental studies were carried out and the results analysed 
in the previous chapters offer important insights into this particular impact. 
8.1. Main Findings 
Over the studies, the results demonstrated the significant and meaningful influence of 
sponsorship by alcoholic beverage brands on perception of the event as well as the intention to 
consume alcohol. Indeed, it was hypothesized that through repeated alcohol companies’ 
sponsorship of events targeted at young people, alcohol companies are able to create a 
relationship with target consumers that over time the effect of this association can be increased 
that it in turn can unconsciously affect consumers’ attitudes and intentions toward alcohol 
consumption. However, study four revealed at least one way of lessening some of these effects. 
Based on the effects of sponsorship and research findings from the field of automaticity, study 
one showed that setting the participants to think about an alcohol sponsored event (“Enterro da 
Gata”) increased the intentions to consume alcoholic drinks. In other words, those in the alcohol 
sponsored event condition reported a greater intention to consume alcoholic drinks than those in 
the control condition. This effect was more pronounced for male participants, who statistically are 
also more at risk of alcohol related accidents and injuries (Drinkaware, 2013; The Department of 
Health, 2013). Accordingly, these results were consistent with previous results of the research on 
motivational mental systems that demonstrated goals can be activated unconsciously by relevant 
environmental stimuli the same way other representations are activated (Bargh, 1990). Then 
these goals impact on the individual’s evaluations, emotions and behaviour (Bargh & Morsella, 
2010). 
Thus, in study one, asking participants to think about two situations which were or were not 
associated with an alcoholic beverage brand showed more intentions to alcohol consumption by 
Chapter 8. General Discussion 
 140 
participants who were reminded of an event which was associated with the alcoholic beverage 
brand than those who were not. Consequently, it appears that the effect of sponsorship by an 
alcoholic beverage brand goes beyond the existence of the brand name, as reminding the event 
without mentioning sponsor’s name resulted in more intentions to drink alcohol. 
The main objective of the research was pursued in the expanded situation in study two. 
According to the outcomes of study two, it became clear that sponsorship by an alcoholic (vs. 
non-alcoholic) beverage brand increases the thinking that the event would encourage drinking 
alcohol, as well as intentions to drink there. These outcomes in the circumstances where the 
event sponsor in the study was the fake brand seem very noteworthy. Therefore, study two 
provided further evidence of the role of alcohol sponsorships, by demonstrating that even without 
knowing the sponsoring brand, merely presenting participants with an event sponsored by a fake 
alcoholic beverage brand was sufficient to lead them to want to consume beer and also think that 
the event would encourage them to drink alcohol. 
More results were obtained from study three when the sponsor was a well-known brand. 
“Super Bock”, a renowned alcoholic beverage brand, purported to be the sponsor in the 
experimental condition versus “Coca-Cola” another famous (non-alcoholic) beverage brand in the 
control condition. Although both brands being well known, the results still showed the impact of 
the alcohol sponsorships. Consequently, the results of study three indicated that the associations 
created through sponsorship between an event and its sponsor (Jones, 2010) could affect not 
only the intention to consume beer but also several aspects of event perception such as the 
event being exciting enough to be worth participating in and also recommending participation to 
friends and the event is perceived to help participants forget their problems. 
Finally, based on the persuasion knowledge model and research in this area, study four 
examined the effect of persuasion knowledge use on reducing the influences of alcohol 
sponsorships. The importance of persuasion knowledge accessibility has been variously 
demonstrated (e.g., Williams et al., 2004; Cornwell et al., 2005; Pechmann & Wang, 2010). The 
critical element here is the accessibility of the relevant knowledge structures. In other words, if 
the persuasion knowledge is more accessible its use will increase. Of course, this accessibility 
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can differ according to the characteristics of the persuasion situations such as the individual 
receiving the persuasion knowledge, the availability of cognitive resources or the presence of 
persuasion cues. Therefore, the more such characteristics make persuasion knowledge salient, 
the greater the use of the knowledge structures, and characteristically, the lower the levels of 
actual persuasion accomplished. Hence, study four attempted to provide this accessibility 
through some intention questions related to the sponsoring company’s aim. Through these 
questions, the persuasion knowledge was activated in the participants in the experimental 
condition and they became aware that companies use sponsorship for their own interest, sales 
and fame. The results of study four revealed that persuasion knowledge could have an impact 
and mitigate the perception that the event is exciting; thinking that the event would help to forget 
problems; and the intent to recommend participation in the event to friends. However, there was 
no impact of persuasion knowledge on lessening the intention to consume beer at the event; and 
little impact (there were differences but not significant) on the likelihood of event participation 
and thinking the event would encourage drinking alcohol. It seems that probably the above-
mentioned awareness of persuasion knowledge was less in the study so it did not have an impact 
on all participants in the experimental condition or on all the dependent variables of the study 
such as intentions to consume beer, likelihood of participation in the event and the perception of 
the event that it would encourage drinking alcohol. 
The findings here have both theoretical and practical implications. This research brings 
together and contributes to existing research on automaticity, the persuasion knowledge model 
and sponsorships as discussed below. 
8.2. Theoretical Contributions 
The findings of the present research extend previous empirical work on activation of mental 
systems by external stimuli (e.g., Aarts & Dijksterhuis, 2000; Aarts et al., 2008) by 
demonstrating motivational effects of activated relational representations. The results illustrated 
that the activation of a relationship representation can produce unconscious goal effects on 
perception and intention. Furthermore, these findings extend previous research on the auto-
motive model of non-conscious goal pursuit (e.g., Bargh et al., 2001) by showing that 
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relationship partners (alcoholic beverage brand or alcohol company) can serve as sources of non-
conscious goal activation, in the same way as other environmental stimuli can. Notably, the 
current research increases the generalisability of the non-conscious goal activation phenomenon 
in daily life, as thinking about their relationship partners is something people do quite often. The 
non-consciousness of these impacts was presented mainly by repeatedly finding that activation of 
representation of the significant sponsor produced attitude and intention in the direction of the 
goals (feeling excited, forgetting problems, feeling free and having drinks) pursued in that 
relationship.  
Additionally the outcomes of the present research broaden the previous research on 
sponsorship and its effect (e.g., McDonald, 1991; Meenaghan & Shipley, 1999; Quester & 
Thompson, 2001; Crompton, 2004; Simmons & Becker-Olsen, 2006) that sponsorship can 
potentially emerge as one of the most important promotion tools and event sponsorship in 
particular, is an effective means through which companies can increase intention to drink. The 
results provide insight on sponsorship and its association with the events, which are targeted at 
young people and indicated how alcohol sponsorship could link its presence with the event (study 
one and two) and also transfer its brand influence in to the participants mind (study three) and 
subsequently impact on participants’ perceptions of the event and their intentions to drink 
alcohol. 
In addition, the research findings extend the previous research on persuasion knowledge (e.g., 
Campbell, 1995; Campbell & Kirmani, 2000; Jain & Posavac, 2004; Kirmani & Zhu, 2007) by 
showing how providing persuasion knowledge can have an effect and diminish the effect of 
alcohol sponsorship, specifically of the events directed at young people. Consistent with Friestad 
and Wright's (1994) framework, the more consumers think about the brand's persuasion tactics, 
the less likely it is to result in a favorable brand evaluation. Applying this, study four attempted to 
examine if activation of persuasion knowledge use in participants can have impact and decrease 
the effects of the sponsorship of alcohol company. The results add to our understanding of 
persuasion knowledge model and its structure, and also offer practical considerations concerning 
the formulation of persuasive messages such as public announcements of sponsorship, epecially 
alcohol sponsorships, in order to help consumers to protect themselves against unfair persuasion 
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attempts. For instance, Goldberg, Niedermeier, Bechtel, & Gorn (2006) show the influence of 
persuasion knowledge in helping adolescents protect themselves from alcohol advertising. 
8.3. Practical Implications 
In accordance with alcohol-related research, young people are particularly vulnerable to the 
negative consequences of immoderate alcohol consumption (e.g., Connolly et al., 1994; Ellickson 
et al., 2005; Snyder et al., 2006; Collins et al., 2007). On the same base alcohol promotion can 
be pernicious in its likely influence on subsequent drinking. Also exposure to alcohol marketing 
should give serious cause for concern (Bitarello do Amaral et al., 2006). Subsequently, the 
existence of public policies that can control and regulate this social issue is a real requirement. 
Safeguarding people’s health by preventing and reducing the harmful use of alcohol should be 
a public health priority. In order to reduce the harmful use of alcohol and the alcohol-attributable 
health and social burden in society, alcohol policies should be developed. These can be 
formulated at the global, regional, international and national level. Alcohol policy is defined 
broadly as “any purposeful effort or authoritative decision on the part of governments or non-
government groups to minimize or prevent alcohol-related consequences” (Babor, et al., 2003, p. 
1345). Successful alcohol policies outline comprehensive policy responses covering areas such 
as availability, marketing, pricing, drink–driving, prevention interventions and treatment in health-
care systems. Policy should also have a clear focus on implementation and evaluation. 
It is evident that one of the objectives of local and national governments is to prevent their 
inhabitants from excessive drinking of alcohol. With this aim and also to reduce the economic 
and social harm, three approaches in alcohol policy can be distinguished (Janssen et al., 2013). 
The goal of the first approach is to limit the availability of alcohol (“supply reduction”), which is 
possible for instance by restricting opening hours/locations where inhabitants can buy alcohol, 
by raising the minimum legal drinking age, and by increasing the price of alcoholic beverages 
(Janssen et al., 2013, p. 2). The second approach is intended to modify the drinking context 
(“harm reduction”) (Janssen et al., 2013, p. 2). In other words, by applying this approach the 
damage and the risks which drinking alcohol can cause can be lessened. Educating bar staff to 
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sell alcohol in a responsible way (Saltz, 1997), and interventions that reduce injury and violence 
(Ritter & Cameron, 2006) are examples of this approach. Finally, the third approach, “education 
and persuasion” or “demand reduction”, is aimed at informing individuals about the harm 
alcohol can cause and also changing alcohol-related attitudes and drinking behaviour (Janssen et 
al., 2013, p. 2). The outcomes of the current research can contribute to the abovementioned 
approaches. Gaining this awareness stemmed from this research that alcohol sponsorship of the 
events targeted at young people impacts on drink intentions and alcohol-related attitudes of the 
participants can actuate alcohol policy makers at least to limit this sponsorship of the events 
according to the first approach.  
Furthermore, the results of present research have practical application in social marketing. 
Social marketing can also help a lot in lessening this social burden in society, since it can be 
considered in two major and distinct ways, strategically and operationally (French, 2012): In 
strategic social marketing, the concepts and principles of social marketing are applied to inform 
and enhance strategic discussions, and guide policy development and intervention option 
identification. Therefore, this approach is focused on shaping the nature of the social policy and 
subsequent strategy as well as making a contribution to operational delivery. In operational social 
marketing, the concepts and principles of social marketing are used as a process and worked 
through systematically to achieve specific behavioural goals. Apart from the results of the first 
three studies giving useful evidence that the alcohol sponsorship of the events directed at young 
people might be further restrained by policy makers, the results of study four contribute to the 
policy development pertaining to the alcohol sponsorship that how educating people in this 
respect (making salient their persuasion knowledge) can be applied as one of the key solutions 
for facing harmful consequences of alcohol sponsorship.  
Consequently, the results of this research study might be of interest to health educators 
working in public health and alcohol prevention workers. They might also be of use to funding 
bodies and policy-makers at the local and national level. Significantly, based on more research 
into the effectiveness of social marketing in alcohol prevention, especially with regard to attitudes 
and behaviour, policy-makers are enabled to make evidence-informed decisions according to 
these outcomes. 
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Chapter 9.   Conclusion, L imitat ion and Future Research 
In the previous chapter, the results were critically discussed. In the final chapter of this thesis, 
the discussion focuses on the main conclusions, recommendations and proposal for future 
research. 
As sponsorship becomes an increasingly popular form of promotion, and alcohol companies 
add it to their promotional toolkit, it becomes urgent from a social marketing point of view, to 
understand the effects of such associations between alcohol and particular events. Specifically, 
two key topics – the effect of alcohol sponsorships of events directed at young people on their 
perceptions of the events and their intentions to drink, and how persuasion knowledge could alter 
the effect of sponsorship of the events – was investigated in the present research.  
In line with this aim, the following chief questions tried to be answered: What effect does an 
event sponsored by an alcohol company have on individuals’ attitudes and intentions to drink 
alcohol? What effect does the presence of an alcohol company in the sponsorship of an event 
have on individuals’ evaluations of the event itself? How activating persuasion knowledge affects 
individuals’ perception of the event and their intentions towards alcohol consumption? Pursuant 
to answering these questions moved me toward further studies in relevant areas and ultimately 
led to introduce literature on Sponsorship, followed by a theoretical model of Persuasion 
Knowledge and also Conscious and Non-conscious Processes, and finally Social Marketing which 
could be the implementation area of the current research results. 
In the next step in order to test the proposed hypotheses evolved from the relevant literature, 
an experimental method was adopted and a series of studies carried out. The studies reported in 
this research present a first step in line with the above-mentioned goal that from a social 
marketing point of view, understanding the effects of associations between alcohol and particular 
events is a necessity. Study one showed the role of event sponsorships by demonstrating that 
even without mentioning the sponsor itself, merely asking participants to recall an event typically 
sponsored by an alcohol company was sufficient to lead them to want to consume more of the 
sponsoring brand. This effect was more pronounced for male participants who statistically are 
also more at risk of alcohol related accidents and injuries (Drinkaware, 2013; The Department of 
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Health, 2013). These outcomes can imply the power of effectiveness of alcohol sponsorship that 
goes beyond the existence of the brand name, as recalling the event without mentioning 
sponsor’s name resulted in more intention to drink alcohol. 
Study two provided further evidence and showed that sponsorship by an alcoholic (vs. non-
alcoholic) beverage brand increased the thinking that the event would encourage drinking 
alcohol, as well as intentions to drink there. These results in the circumstances where the event 
sponsor in the study was the fake brand seem very significant. 
Study three confirmed the results of the previous study and also demonstrated that 
sponsorship by a well-known alcoholic (vs. non-alcoholic) beverage brand also increased the 
perceived excitement of the event, recommendation to friends to participate, the likelihood of 
participating in the event, thinking the event would help participants to forget their problems and 
intentions to drink there.  
This research provided some indication of at least one way to reduce such effects, which is by 
making the persuasive intent of sponsorships more explicit (study four). While this proved 
effective in reducing the perceived excitement of the event, the intent to recommend participation 
in the event to friends and the extent participants thought it would help them forget their 
problems, it was not sufficient to impact on their intended drinking behaviour. 
With regard to the results of study four, the impact on perceptions of events is promising in 
that it indicates the potential for knowledge about sponsorship to influence the way sponsored 
events are seen and evaluated; but the fact that it failed to impact on drinking intention suggests 
further research is necessary to understand how this gap can be closed. In fact, this points to 
both a limitation of the current research and an avenue for further research.  
Further research could look into alternative means of reducing the behavioural impact of 
sponsorships, and it would also be of interest to analyse the interaction between type of sponsor 
(alcohol vs. non-alcohol company) and persuasion knowledge use (cue vs. no cue). 
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Another limitation of the present research is related to the sample of the studies. In most of 
the studies the students of Minho University were used. Although using students of universities is 
a standard method in experimental studies however, this point can limit to generalise the results 
of the current research to all the youth. Therefore, it would be interesting as a future research, 
other young people be integrated in the studies as well. Another consideration for the future 
research is that the same studies can be applied in other contexts such as different countries or 
different types of events. 
Finally, the outcomes of this research not only contribute to the existing literature on 
automaticity, the persuasion knowledge model and sponsorship, but also have important 
implications for social marketing and they can also be considered as an important tool for policy-
makers working in the field of alcohol consumption. 
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Appendix 1. 1. Study One Factor Analysis for Brand Associat ion with Fun 
 
Table 80.  Study One -  Table of  Factor Analysis Resul ts for Brand Associat ion 
with Fun -  Correlat ion Matr ix 
 Association of 
Com
pal brand 
w
ith fun 
Association of 
Sagres brand 
w
ith fun 
Association of 
Super Bock 
w
ith fun 
Association of 
Coca-Cola 
w
ith fun 
Association of 
Pepsi w
ith fun 
Association of 
7-U
p w
ith fun 
Association of 
Sprite w
ith fun 
Association of 
Frize w
ith fun 
Association of 
Agua das 
pedras w
ith 
fun 
Correlation 
Association of 
Compal brand 
with fun 
1.000 .084 -.041 .544 .428 .387 .349 .463 .289 
Association of 
Sagres brand 
with fun 
.084 1.000 .674 .190 .288 .043 .136 .006 -.085 
Association of 
Super Bock 
with fun 
-.041 .674 1.000 .145 .207 .151 .073 .090 -.159 
Association of 
Coca-Cola with 
fun 
.544 .190 .145 1.000 .596 .592 .331 .404 .085 
Association of 
Pepsi with fun 
.428 .288 .207 .596 1.000 .475 .490 .394 .064 
Association of 
7-Up with fun 
.387 .043 .151 .592 .475 1.000 .586 .315 .194 
Association of 
Sprite with fun 
.349 .136 .073 .331 .490 .586 1.000 .269 .132 
Association of 
Frize with fun 
.463 .006 .090 .404 .394 .315 .269 1.000 .340 
Association of 
Agua das 
pedras with fun 
.289 -.085 -.159 .085 .064 .194 .132 .340 1.000 
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Table 81.  Study One -  Table of  Factor Analysis Results for Brand 
Associat ion with Fun -  Communal i t ies 
 Initial Extraction 
Association of Compal brand with fun 1.000 .566 
Association of Sagres brand with fun 1.000 .746 
Association of Super Bock with fun 1.000 .760 
Association of Coca-Cola with fun 1.000 .626 
Association of Pepsi with fun 1.000 .631 
Association of 7-Up with fun 1.000 .581 
Association of Sprite with fun 1.000 .451 
Association of Frize with fun 1.000 .454 
Association of Agua das pedras with fun 1.000 .331 
Extraction Method: Principal Component Analysis. 
 
 
F igure 28. Study One -  Graph of Factor Analysis Results for Brand 
Associat ion with Fun – Scree Plot 
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Table 82.  Study One -  Table of  Factor Analysis Results for Brand 
Associat ion with Fun -  Pattern Matr ixa 
Component 
1 2 
Association of Coca-Cola with fun .776  
Association of 7-Up with fun .761  
Association of Pepsi with fun .742  
Association of Compal brand with fun .741  
Association of Sprite with fun .666  
Association of Frize with fun .661  
Association of Super Bock with fun  .864 
Association of Sagres brand with fun  .849 
Association of Agua das pedras with fun .379 -.439 
Extraction Method: Principal Component Analysis.  
 Rotation Method: Oblimin with Kaiser Normalization. 
a. Rotation converged in 5 iterations. 
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Table 83.  Study One -  Table of  Factor Analysis Results for Brand 
Associat ion with Fun -  Structure Matr ix 
Component 
1 2 
Association of Coca-Cola with fun .778  
Association of 7-Up with fun .761  
Association of Pepsi with fun .747  
Association of Compal brand with fun .738  
Association of Sprite with fun .668  
Association of Frize with fun .659  
Association of Super Bock with fun  .865 
Association of Sagres brand with fun  .852 
Association of Agua das pedras with fun .371 -.433 
Extraction Method: Principal Component Analysis.  
Rotation Method: Oblimin with Kaiser Normalization. 
 
 
Table 84.  Study One -  Table of  Factor Analysis Results for Brand 
Associat ion with Fun -  Component Correlat ion Matr ix 
Component 1 2 
1 1.000 .018 
2 .018 1.000 
Extraction Method: Principal Component Analysis.   
 Rotation Method: Oblimin with Kaiser Normalization. 
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Table 85.  Study One -  Table of  Factor Analysis Results for Brand 
Associat ion with Fun -  Component Score Coeff ic ient Matr ix  
Component 
1 2 
Association of Compal brand with fun .230 -.112 
Association of Sagres brand with fun .010 .470 
Association of Super Bock with fun -.003 .480 
Association of Coca-Cola with fun .229 .049 
Association of Pepsi with fun .214 .123 
Association of 7-Up with fun .229 -.007 
Association of Sprite with fun .199 .014 
Association of Frize with fun .206 -.105 
Association of Agua das pedras with fun .132 -.261 
Extraction Method: Principal Component Analysis.  
 Rotation Method: Oblimin with Kaiser Normalization.  
 Component Scores. 
 
 
Table 86. Study One -  Table of  Factor Analysis Results for Brand 
Associat ion with Fun -  Component Score Covar iance Matr ix 
Component 1 2 
1 1.000 .036 
2 .036 1.000 
Extraction Method: Principal Component Analysis.   
 Rotation Method: Oblimin with Kaiser Normalization.   
 Component Scores. 
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Appendix 2. 1. Study One – “Enterro da Gata” First  Task (Engl ish Version) 
 
 
Study “Our Things” 
 
 
 
First of all, thank you for your participation! This questionnaire is part of a study on events or 
specific features to our country and our culture, and how we explain to people of other countries. 
 
Please read the instructions and questions carefully, and answer all the questions. 
 
All answers will remain anonymous and will be treated as an aggregate. 
 
If you have any questions or want to know more about the study, you may contact the principal 
investigator: 
E-mail: Faranak Abbaspuli@gmail.com  
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Imagine you are on campus with a friend, between classes. Just he expresses that he is thirsty, 
and your friend offers to get you a drink at the bar. What are you asking him to bring? 
_________________________________________________. 
 
 
While waiting for your friend, you see a newcomer Erasmus student to Portugal, who had been 
introduced to you the previous day. You invite him to sit down and start talking. After a few 
minutes, he asks about the “Enterro da gata” - he had seen posters for the event, and heard 
other people talking about it, but does not know what it is. 
 
In the lines below, please write the explanation that gives this fellow about what is the “Enterro 
da gata”, the atmosphere of the event, who performs it and who participates. 
…………………………………………………………………………………………………………………………………
…………………………………………………………………………………………………………………………………
…………………………………………………………………………………………………………………………………
…………………………………………………………………………………………………………………………………
…………………………………………………………………………………………………………………………………
…………………………………………………………………………………………………………………………………
…………………………………………………………………………………………………………………………………
…………………………………………………………………………………………………………………………………
…………………………………………………………………………………………………………………………………
…………………………………………………………………………………………………………………………………
…………………………………………………………………………………………………………………………………
…………………………………………………………………………………………………………………………………
…………………………………………………………………………………………………………………………………
…………………………………………………………………………………………………………………………………
…………………………………………………………………………………………………………………………………
…………………………………………………………………………………………………………………………………
………………………………………………………………………………………………………………………………… 
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Now, please answer the fo l lowing quest ions: 
 
1. Have you ever participated in the “Enterro da gata”? 
 Yes 
 No 
If yes, how many times? _____________________ 
Did you participate in this year? _______________ 
 
 
2. Did you know this event before entering the University of Minho? 
 Yes 
 No 
 
 
3. To what extent were you thinking specifically about the “Enterro da gata”, and the 
memories or stories you have heard of this event, while describing? 
 
        1 
I was not thinking 
about the event 
2        3 
I was thinking a 
little about the 
event 
4         5 
I was thinking a lot 
about the event 
 
 
4. To what extent were you thinking about other university events while describing the event 
question? 
 
        1 
I was not thinking 
about other events 
2          3 
I was thinking a little 
about other events 
4         5 
I was thinking a lot 
about other events 
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5. If you are supposed to assess the degree of fun that this event has a scale of 1 to 5, 
what value do you assign? 
 
1 
Not fun 
2 3 
More or less 
fun 
4 5 
Very fun 
 
 
6. Please indicate: 
Your age: __________________ 
Gender: ____________________ 
Nationality: _________________ 
Year of course: ______________ 
Number of participant: ________ 
 
 
7. What do you think is the purpose of this study?  
________________________________________________________________
________________________________________________________________. 
 
 
 
Thank you for your cooperation. 
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Appendix 2. 2. Study One – “Enterro da Gata” First  Task (Portuguese Version) 
 
 
Estudo -  “Coisas nossas” 
 
 
Antes de mais, obrigado pela sua participação! Este questionário faz parte de um estudo acerca 
de eventos ou características específicas ao nosso país e à nossa cultura, e como os explicamos 
a pessoas de outros países. 
 
Pedimos que por favor leia as instruções e questões com atenção, respondendo a todas as 
perguntas. 
 
Os dados resultantes deste estudo são tratados em conjunto, de modo que as suas respostas 
permanecerão sempre anónimas.  
 
Se tiver alguma dúvida ou quiser saber mais sobre o estudo, pode contactar o investigador 
responsável:  
E-mail: Faranak Abbaspuli@gmail.com 
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Imagine que está no campus da universidade com um amigo, no intervalo das aulas. Acaba de 
comentar que está com sede, e o seu colega oferece-se para lhe ir buscar uma bebida ao bar. O 
que lhe pede para trazer? 
_______________________________________________________. 
 
Enquanto espera pelo seu amigo, vê um estudante de Erasmus recém-chegado a Portugal, que 
lhe tinham apresentado no dia anterior. Convida-o para se sentar, e começam a conversar. Após 
alguns minutos, ele pergunta-lhe sobre o “enterro da gata” – ele viu posters para o evento, e 
ouviu outras pessoas a falar sobre ele, mas não sabe do que se trata.  
 
Nas linhas abaixo, por favor escreva a explicação que daria a este seu colega acerca do que é o 
enterro da gata, a atmosfera do evento, o que se faz nele e quem participa. 
 
…………………………………………………………………………………………………………………………………
…………………………………………………………………………………………………………………………………
…………………………………………………………………………………………………………………………………
…………………………………………………………………………………………………………………………………
…………………………………………………………………………………………………………………………………
…………………………………………………………………………………………………………………………………
…………………………………………………………………………………………………………………………………
…………………………………………………………………………………………………………………………………
…………………………………………………………………………………………………………………………………
…………………………………………………………………………………………………………………………………
…………………………………………………………………………………………………………………………………
…………………………………………………………………………………………………………………………………
…………………………………………………………………………………………………………………………………
…………………………………………………………………………………………………………………………………
…………………………………………………………………………………………………………………………………
…………………………………………………………………………………………………………………………………
………………………………………………………………………………………………………………………………… 
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Agora, por favor responda às seguintes perguntas: 
 
1. Alguma vez já participou no enterro da gata? 
 Sim 
 Não 
Se sim, quantas vezes? _____________________ 
Participou este ano? _______________________ 
 
 
2. Já conhecia este evento antes de entrar na UM? 
 Sim 
 Não 
 
 
3. Até que ponto pensou especificamente sobre o Enterro da Gata, e sobre as recordações 
ou histórias que já ouviu deste evento, enquanto o descrevia? 
 
                          1                     2                        3                        4                       5 
Não pensei                           Pensei um pouco                            Pensei muito 
sobre o evento                          sobre o evento                           sobre o evento 
 
 
4. Até que ponto pensou sobre outros eventos universitários enquanto descrevia o evento 
pedido? 
 
1                        2                        3                        4                        5 
Não pensei                            Pensei um pouco                            Pensei muito 
sobre outros eventos               sobre outros eventos                sobre outros eventos 
 
 
5. Se tivesse de avaliar o grau de divertimento que se tem neste evento, numa escala de 1 
a 5, que valor lhe atribuiria? 
 
       1                       2                     3                          4                        5 
Nada                                Mais ou menos                                   Muito 
divertido                                   divertido                                     divertido 
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6. Por favor indique: 
A sua idade: ___________________ 
Género: _______________________ 
Nacionalidade: _________________ 
Ano do curso: __________________ 
Número de participante: __________ 
 
 
7. Qual pensa ser o objectivo deste estudo? 
_______________________________________________________________ 
______________________________________________________________. 
 
 
Obrigado pela sua colaboração. 
  
Appendix 2. Questionnaires of the Studies 
 184 
Appendix 2. 3. Study One – “Tour ist ic Places” First  Task (Engl ish Version) 
 
 
Study “Tour ist ic Places” 
 
First of all, thank you for your participation! This questionnaire is part of a study about the 
touristic places of Portugal and our culture. 
 
All answers will remain anonymous and will be treated as an aggregate. 
 
If you have any questions or want to know more about the study, you may contact the principal 
investigator: 
E-mail: Faranak Abbaspuli@gmail.com  
 
Please indicate: 
Your age: __________________ 
Gender: ____________________ 
Nationality: _________________ 
Year of course: ______________ 
Number of participant: ________ 
 
In the lines below, please briefly describe the two main touristic places that a visitor can visit in 
Braga. 
…………………………………………………………………………………………..…………………………………….
…………………………..………………………………………………………………..…………………………………..
……………………………..………………………………………………………………..………………………………..
………………………………..……………………………………………………………………………………………….
………………………………………………………………………………………………………………………………… 
…………………………………………………………………………………………..…………………………………….
……………………………………………………..…………………………………………………………………………. 
Thank you for your cooperation. 
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Appendix 2. 4. Study One – “Tour ist ic Places” First  Task (Portuguese Version) 
 
 
Estudo -  “ lugares tur íst icos” 
 
Antes de mais, obrigado pela sua participação! Este questionário faz parte de um estudo acerca 
de os locais turísticos de Portugal e da nossa cultura. 
 
Os dados resultantes deste estudo são tratados em conjunto, de modo que as suas respostas 
permanecerão sempre anónimas.  
 
Se tiver alguma dúvida ou quiser saber mais sobre o estudo, pode contactar o investigador 
responsável:  
E-mail: Faranak Abbaspuli@gmail.com 
 
Por favor indique: 
A sua idade: ___________________ 
Género: _______________________ 
Nacionalidade: _________________ 
Ano do curso: __________________ 
 
Nas linhas abaixo, por favor descreva brevemente os dois principais lugares turísticos que um 
visitante poder querer visitar em Braga. 
…………………………………………………………………………………………………………………………………
.………………………………………………………………………………………………………………………………..
…………………………………………………………………………………………………………………………………
…………………………………………………………………………………………………………………………………
…………………………………………………………………………………………………………………………………
………………………………………………………………………………………………………………………………… 
 
Obrigado pela sua colaboração.  
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Appendix 2. 5. Study One – Main Quest ionnaire Second Task (Engl ish Version) 
 
Beverages and Beverages Brands  -  Study of Consumers from Universi ty 
 
 
This questionnaire is part of a larger study, and aims to better understand the preferences and 
habits of beverage consumption of young people, as regards to both the types of beverages, and 
specific brands. 
 
It takes about 10 minutes to complete, and all your answers will remain anonymous. 
 
Thank you for your participation. 
 
Number of participant: ______ 
 
 
Please answer the fo l lowing quest ions:  
 
1. If you had to choose one right now, what would it be? 
 
Juice 
 
Beer  
 
Refrigerant 
 
Water  
 
Spirits  
 
Other  
 
Within this category, which brand would you choose? ___________________ 
 
 
2. For each category of beverage, please indicate your preferred brand: 
 
Juice: ______________________ 
Beer: ______________________ 
Refrigerant: _________________ 
Water: _____________________ 
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3. How much of the following categories of drinks do you think you will consume on your 
next night out? (Indicate the number of glasses) 
 
Juice: ______________________ 
Beer: ______________________ 
Refrigerant: _________________ 
Water: _____________________ 
 
 
4. Which of the following is your favorite category of drink? 
 
Juice 
 
Beer  
 
Refrigerant 
 
Water  
 
Spirits  
 
Other  
 
 
 
5. Which of the following categories do you consume more often? 
 
Juice 
 
Beer  
 
Refrigerant 
 
Water  
 
Spirits  
 
Other  
 
 
 
6. For each of the fo l lowing pairs of  dr ink brands, put a circle around that you 
prefer: 
 A) Coca Cola  vs. Pepsi B) Super Bock             vs. Sagres C) Sprite  vs. 7up D) Sumol  vs. Fanta 
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7. On a scale of 1 to 5, how much is each of the following brands associated with the 
concept of "fun"? 
 
 
Compal 
1 
Not associated with 
fun 
2 
 
3 
More or less associated 
with fun 
4 
 
5 
Associated a lot 
with fun 
 
Sagres 
1 
Not associated with 
fun 
2 
 
3 
More or less associated 
with fun 
4 
 
5 
Associated a lot 
with fun 
 
Super Bock 
1 
Not associated with 
fun 
2 
 
3 
More or less associated 
with fun 
4 
 
5 
Associated a lot 
with fun 
 
Coca-Cola 
1 
Not associated with 
fun 
2 
 
3 
More or less associated 
with fun 
4 
 
5 
Associated a lot 
with fun 
 
Pepsi 
1 
Not associated with 
fun 
2 
 
3 
More or less associated 
with fun 
4 
 
5 
Associated a lot 
with fun 
 
7-Up 
1 
Not associated with 
fun 
2 
 
3 
More or less associated 
with fun 
4 
 
5 
Associated a lot 
with fun 
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Sprite 
1 
Not associated with 
fun 
2 
 
3 
More or less associated 
with fun 
4 
 
5 
Associated a lot 
with fun 
 
Frize 
1 
Not associated with 
fun 
2 
 
3 
More or less associated 
with fun 
4 
 
5 
Associated a lot 
with fun 
 
Água das pedras 
1 
Not associated with 
fun 
2 
 
3 
More or less associated 
with fun 
4 
 
5 
Associated a lot 
with fun 
 
 
8. How would you describe the purpose of this study? 
________________________________________________________________
________________________________________________________________. 
 
 
Please indicate:  
Your age: __________________ 
Gender: ____________________ 
Nationality: _________________ 
Year of course: ______________ 
Number of participant: ________ 
 
 
 
Thank you for your cooperation. 
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Appendix 2. 6. Study One – Main Quest ionnaire Second Task (Portuguese 
Version) 
 
Bebidas e Marcas de Bebidas – estudo dos consumidores universi tár ios 
 
 
Este questionário faz parte de um estudo mais alargado, e visa compreender melhor as 
preferências e hábitos de consumo de bebidas dos jovens, tanto no que toca a tipos de bebidas, 
como a marcas específicas.  
 
Leva cerca de 10 minutos a preencher, e todas as suas respostas permanecerão anónimas.  
 
Obrigada pela sua participação. 
 
 
Por favor responda às seguintes perguntas:  
 
1. Se tivesse de escolher uma agora, qual seria? 
 
Sumo 
 
Cerveja 
 
Refrigerante 
 
Água 
 
Espirituosas 
 
Outro 
 
Dentro dessa categoria, que marca escolheria? _________________________ 
 
 
2. Para cada um das categorias de bebida, por favor indique a sua marca preferida:  
 
Sumo: _______________________________ 
Cerveja: ______________________________ 
Refrigerante: __________________________ 
Água: ________________________________ 
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3. Quanto pensa consumir de cada uma das seguintes categorias de bebidas na sua 
próxima saída nocturna? (indique o número de copos) 
 
Sumo: _______________________________ 
Cerveja: ______________________________ 
Refrigerante: __________________________ 
Água: ________________________________ 
 
 
4. Qual das seguintes é a sua categoria favorita de bebida? 
 
Sumo 
 
Cerveja 
 
Refrigerante 
 
Água 
 
Espirituosas 
 
Outro 
 
 
 
5. Qual das seguintes categorias consome com mais frequência? 
 
Sumo 
 
Cerveja 
 
Refrigerante 
 
Água 
 
Espirituosas 
 
Outro 
 
 
 
6. Para cada um dos seguintes pares de marcas de bebida, ponha um círculo à 
volta da que prefere:  
 A) Coca-Cola        vs.         Pepsi B) Super Bock       vs.        Sagres C) Sprite                vs.        7-Up D) Sumol               vs.         Fanta 
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7. Numa escala de 1 a 5, quanto associa cada uma das seguintes marcas com o conceito 
de “divertimento”? 
 
 
Compal 
 
1                        2                        3                        4                        5 
    Nada associada                            Mais ou menos                             Muito associada 
                  a divertimento                    associada a  divertimento                       a divertimento  
 
 
Sagres 
 
1                        2                        3                        4                        5 
    Nada associada                            Mais ou menos                             Muito associada 
                  a divertimento                    associada a  divertimento                       a divertimento  
 
 
Super Bock    
 
1                        2                        3                        4                        5 
    Nada associada                            Mais ou menos                             Muito associada 
                  a divertimento                    associada a  divertimento                       a divertimento  
 
 
Coca-Cola 
 
1                        2                        3                        4                        5 
    Nada associada                            Mais ou menos                             Muito associada 
                  a divertimento                    associada a  divertimento                       a divertimento  
 
 
Pepsi 
 
1                        2                        3                        4                        5 
    Nada associada                            Mais ou menos                             Muito associada 
                  a divertimento                    associada a  divertimento                       a divertimento  
 
 
7-Up 
 
1                        2                        3                        4                        5 
    Nada associada                            Mais ou menos                             Muito associada 
                  a divertimento                    associada a  divertimento                       a divertimento  
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Sprite 
 
1                        2                        3                        4                        5 
    Nada associada                            Mais ou menos                             Muito associada 
                  a divertimento                    associada a  divertimento                       a divertimento  
 
 
Frize 
 
1                        2                        3                        4                        5 
    Nada associada                            Mais ou menos                             Muito associada 
                  a divertimento                    associada a  divertimento                       a divertimento  
 
 
Água das pedras 
 
1                        2                        3                        4                        5 
    Nada associada                            Mais ou menos                             Muito associada 
                  a divertimento                    associada a  divertimento                       a divertimento  
 
 
8. Como descreveria o propósito deste estudo? 
_______________________________________________________________ 
_______________________________________________________________. 
 
 
Por favor indique: 
A sua idade: __________________ 
Género: _____________________ 
Nacionalidade: ________________ 
Ano do curso: _________________ 
 
 
Obrigado pela sua colaboração. 
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Appendix 2. 7. Study Two – Poster for Concert  (Pretest)  
 
“Poster for  Concert” 
 
Thank you for your cooperation. 
 
You are going to respond a questionnaire regarding the poster for concert. Please answer the 
questions after taking look at each of the following posters: 
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1. Which one is the most exciting poster? 
 
 
Poster 1 
 
 
Poster 2 
 
 
Poster 3 
 
 
Poster 4 
 
 
2. Which one is the most attractive poster? 
 
 
Poster 1 
 
 
Poster 2 
 
 
Poster 3 
 
 
Poster 4 
 
 
3. Which one is the most fun poster? 
 
 
Poster 1 
 
 
Poster 2 
 
 
Poster 3 
 
 
Poster 4 
 
 
4. Which one is the most realistic poster? 
 
 
Poster 1 
 
 
Poster 2 
 
 
Poster 3 
 
 
Poster 4 
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5. Select one that is entirely interesting for you? 
 
 
Poster 1 
 
 
Poster 2 
 
 
Poster 3 
 
 
Poster 4 
 
 
 
6. If you have any opinion or comment to mention related these posters please write below: 
 
 
 
 
 
 
 
 
 
Thank you for your participation. 
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Appendix 2. 8. Study Two – Sponsorship by “Govara Beer” (Engl ish Version) 
 
 
 
"Youth Events"  
  
 
Thank you for your part ic ipat ion.  
  
This task is part  of  a wider study on le isure event management (e.g.  concerts,  
sports events,  plays and so on) directed to young people.  The quest ionnaire 
takes less than 10 minutes to f i l l  out.   
  
P lease complete the quest ionnaire as accurately as you can. Al l  answers wi l l  
remain anonymous and wi l l  be treated as an aggregate.  
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“Youth Events” 
 
 
 
 
 
  
 
Have you answered a s imi lar quest ionnaire to this one in the last  15 days?  
 
 Yes  
 No 
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Please carry on. 
 
 
Our research requires us to know i f  respondents take the t ime to read 
instruct ions careful ly .  In order to demonstrate that you ef fect ively read the 
quest ions and instruct ions, please ignore the quest ion below, and instead 
simply wr i te "OK" in the text  box.  
 
 
 
1. Which of these events do you participate in regularly? (Choose all that apply)  
 
Sport games 
 
Concerts 
 
Festivals 
 
Theaters 
 
Parties 
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2. To what extent do you agree with the following statements? 
 
 
 
 
 
  
Strongly 
disagree 
Disagree Agree 
 
Strongly 
agree 
 
 
a .  Posters are an effective way to 
promote leisure events. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
b .  Posters are an effective way to 
promote concerts. 
 
 
    
c .  Posters are an effective way to 
promote sports events. 
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Now please take a moment to look at the below event poster,  sponsored by the 
Beer brand “Govara Beer”, and answer some quest ions about i t .  The page wi l l  
change automatical ly .  
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Having seen this poster,  please answer the fo l lowing quest ions regarding the 
advert ised event poster.  
 
 
3. How much fun do you think this event will be? 
 
Not fun at all 
 
Slightly fun 
 
Fairly fun 
 
Very fun 
 
 
 
4. How exciting do you think this event will be? 
 
Not exciting at all 
 
Slightly exciting 
 
Fairly exciting 
 
Very exciting 
 
 
 
5. Would you recommend your friends to participate in this event? 
 
Definitely  
would not 
 
Probably  
would not 
 
Probably  
would 
 
Definitely  
would 
 
 
 
6. If you saw a poster like this, how likely it is that you would want to participate in this event?  
 
Very unlikely 
 
Unlikely 
 
Likely 
 
Very likely 
 
 
 
7. How attractive did you find the poster? 
 
Not at all attractive 
 
A little bit attractive 
 
Attractive 
 
Very attractive 
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8. To what extent do you agree with the following statements? 
This event will: 
 
 
 
Strongly 
disagree 
Disagree Agree 
Strongly 
agree 
 
a .  make me feel free. 
 
    
 
b .  help me forget my problems. 
 
 
 
 
 
 
 
 
 
 
c .  encourage me to drink alcoholic 
drinks. 
 
 
 
 
 
 
 
 
 
 
d .  encourage participants to drink 
alcoholic drinks. 
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9. At this event, the following drinks will be available. In case you find the event attractive 
enough to participate, for each, please estimate the number of drinks (250 cc) you would 
consume at this event. 
 
 
 
 
 
 
 
 
 
 
None 
 
1 to 2 
glasses 
 
3 to 4 
glasses 
 
5 to 6 
glasses 
 
7 to 8 
glasses 
 
9 or  
more glasses 
 
 
Water 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Sparkling water 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Carbonated Drinks 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Beer 
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10. To what extent do you agree with the following sentences? 
 
 
Strongly 
disagree 
Disagree Agree 
Strongly 
agree 
 
a .  The event in the poster was 
sponsored by the Cola brand 
“Govara Cola”. 
 
 
 
 
 
 
 
 
 
 
b .  The event in the poster was 
sponsored by the Beer brand 
“Govara Beer”. 
 
 
 
 
 
 
 
 
 
 
 
 
 
11. Regardless of your opinion on the subject, while filling in the questionnaire, to what extent 
were you thinking that companies sponsor events in order to: 
 
 
 
 
I was not 
thinking 
about it 
 
I was thinking 
only a little 
about it 
 
 
I was thinking 
about it 
 
 
I was thinking 
a lot about it 
 
a .  generate publicity  
for themselves 
 
    
 
b .  increase their notoriety 
 
    
 
c .  increase sales 
 
 
    
d .  create a good time for 
participants 
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12. How often and in what quantity do you typically consume alcohol? 
 
 
 
 
  
How many glasses  
(250cc)? 
 
 
Number of glasses 
 
Never 
 
 
 
 
 
 
Rarely (special occasions only) 
 
 
 
 
 
 
Occasionally (a few times a month) 
 
 
 
 
 
 
Regularly (once or twice a week) 
 
 
 
 
 
 
Frequently (several times a week) 
 
 
 
 
 
 
Every day 
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Final ly ,  br ief  information about you. This information wi l l  just be used to 
categor ize your survey response. Please indicate your:  
 
13. Gender:    
 Male 
 Female 
 
 
14. Nationality:   
 
 
 
 
15. Age: 15-35 
 
                     
 
 
16. Employment situation: 
 
 Employed  
 Unemployed 
 
 
17. Are you a student? 
 
 Yes 
 No 
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18. Level of schooling: 
 
 Up to 9th grade 
 10th-12th grade 
 Undergraduate 
 Masters 
 PhD 
 
 
19. How did you get this questionnaire?  
 
I received an e-mail  
about it 
 
I got it through 
Mechanical Turk  
 
I got it through  
Facebook 
 
 
 
20. What do you think is the purpose of this study? 
 
 
 
 
 
 
 
 
 
 
Thank you for your cooperation. 
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Appendix 2. 9. Study Two – Sponsorship by “Govara Beer” (Portuguese 
Version) 
 
"Eventos para Jovens" 
  
  
Antes de mais,  obr igado pela sua part ic ipação.  
  
Este quest ionár io faz parte de um estudo mais amplo sobre a gestão de 
eventos (por exemplo, concertos,  eventos desport ivos, peças de teatro,  etc. )  
para os jovens.  
 
O quest ionár io leva menos de 10 minutos a preencher.  Agradecíamos que o 
preenchesse com a maior precisão possível .  As suas respostas permanecerão 
sempre anónimas e os dados serão tratados em agregado.  
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"Eventos para Jovens" 
 
 
 
 
 
 
 
 
Já respondeu a este quest ionár io,  ou outro semelhante, nos úl t imos 15 dias? 
 
 Sim  
 Não  
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Por favor,  cont inue. 
 
  
Esta pesquisa requer que seja assegurada a le i tura cuidada das instruções e 
perguntas pelo respondente. Assim, de modo a demonstrar que você 
efect ivamente lê questões e instruções, por favor ignore a pergunta e opções 
abaixo, escrevendo apenas "OK" na caixa de texto.  
 
1. Em qual destes eventos participa regularmente enquanto espectador? (Escolha todos os que 
se aplicam) 
 
Eventos/jogos desportivos 
 
Concertos 
 
Festivais 
 
Teatros 
 
Festas 
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2. Até que ponto concorda com as seguintes afirmações? 
 
 
 
  
 
Discordo 
totalmente 
 
 
Discordo 
 
Concordo 
 
 
Concordo 
totalmente 
 
 
 
a .  Os posters/cartazes são uma 
forma eficaz de promover eventos de 
lazer. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
b .  Os posters/cartazes são uma 
forma eficaz de promover concertos. 
 
 
    
c .  Os posters/cartazes são uma 
forma eficaz de promover eventos 
desportivos. 
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Agora por favor observe o cartaz abaixo, patrocinado pela marca de cerveja 
"Cerveja Govara", e responda às perguntas nas páginas seguintes. A página 
avançará automaticamente para as perguntas.  
 
 
 
 
 
Appendix 2. Questionnaires of the Studies 
 214 
Observado o cartaz,  por favor responda às seguintes perguntas sobre o evento 
anunciado. 
 
 
3. Acha que este evento vai ser divertido? 
 
Nada divertido 
 
Um pouco divertido 
 
Bastante divertido 
 
Muito divertido 
 
 
 
4. Acha que este evento vai ser emocionante? 
 
Nada  
emocionante 
 
Um pouco  
emocionante 
 
Bastante  
emocionante 
 
Muito  
emocionante 
 
 
 
5. Recomendaria este evento aos seus amigos? 
 
Certamente  
não 
 
Provavelmente  
não 
 
Provavelmente  
sim 
 
Certamente  
sim 
 
 
 
6. Até que ponto um cartaz destes o faria querer participar no evento? 
 
Muito pouco 
 
Um pouco 
 
Bastante 
 
Muito 
 
 
 
7. Quão apelativo achou o cartaz? 
 
Nada apelativo 
 
Um pouco apelativo 
 
Apelativo 
 
Muito apelativo 
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8. Até que ponto concorda com as seguintes afirmações? 
  
Este evento vai: 
 
 
 
Discordo 
totalmente 
Discordo Concordo 
Concordo 
totalmente 
 
a .  fazer sentir-me livre. 
 
 
 
 
 
 
 
 
 
 
b .  ajudar-me a esquecer os meus 
problemas. 
 
    
 
c .  incentivar-me a beber bebidas 
alcoólicas. 
 
    
 
d .  incentivar os outros participantes a 
beber bebidas alcoólicas. 
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9. Neste evento, estarão disponíveis as seguintes bebidas. Para cada uma, por favor estime o 
número provável de copos (250cc) que consumiria durante o evento.   
 
 
 
 
 
Nenhum 
 
1-2  
copos 
3-4  
copos 
5-6  
copos 
7-8  
copos 
9 ou  
mais copos 
 
Água 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Água com gás 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Bebidas gaseificadas 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Cerveja 
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10. Até que ponto concorda com cada uma das seguintes afirmações: 
 
 
 
Discordo 
totalmente 
Discordo Concordo 
Concordo 
totalmente 
 
a .  O evento apresentado no cartaz 
era patrocinado pela marca de 
refrigerantes "Cola Govara". 
 
 
 
 
 
 
 
 
 
 
b .  O evento apresentado no cartaz 
era patrocinado pela marca de 
cerveja "Cerveja Govara". 
 
 
 
 
 
 
 
 
 
 
 
 
 
11. Independentemente da sua opinião acerca do assunto, enquanto preenchia o questionário, 
até que ponto estava a pensar que as empresas patrocinam eventos para: 
 
 
 
Não pensei 
nada sobre 
isto 
 
Pensei só um 
pouco sobre 
isto 
Pensei sobre 
isto 
 
Pensei muito 
sobre isto 
 
 
a .  Gerar publicidade 
 
 
 
 
 
 
 
 
 
b .  Aumentar a notoriedade da 
marca 
    
 
c .  Aumentar as vendas 
 
    
d .  Proporcionar divertimento 
aos participantes 
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12. Com que frequência e em que quantidade costuma consumir álcool? 
 
 
 
 
  
Quantos copos (250cc)? 
 
 
Número de copos 
 
Nunca 
 
 
 
 
 
 
Raramente (só em ocasiões especiais) 
 
 
 
 
 
 
Ocasionalmente (algumas vezes por mês) 
 
 
 
 
 
Regularmente (uma ou duas vezes por semana) 
 
 
 
 
 
 
Frequentemente (várias vezes por semana) 
 
 
 
 
 
 
Todos os dias 
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Por f im, por favor,  indique o seu: 
 
 
13. Genero: 
 
 Masculino 
 Feminino  
 
 
14. Nacionalidade:  
 
 
 
 
15. Idade:  
 
 
 
 
16. Situação profissional: 
 
 Empregado 
 Desempregado 
 
 
17. É estudante? 
 
 Sim 
 Não
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18. Nível de estudos: 
 
 Até ao 3º ciclo (9º ano inclusive) 
 Secundário (do 10º ao 12º ano inclusive) 
 Licenciatura 
 Pós-graduação ou Mestrado 
 Doutoramento 
 
 
19. Como recebeu este questionário? 
 
Através de um e-mail 
 
Através do Mechanical Turk  
 
Através do Facebook 
 
 
 
20. Qual pensa ser o objectivo deste estudo?  
 
 
 
 
 
 
 
 
 
 
Obrigado pela sua colaboração. 
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Appendix 2. 10. Study Two – Sponsorship by “Govara Cola” (Engl ish Version) 
 
 
 
"Youth Events"  
  
 
Thank you for your part ic ipat ion.  
  
This task is part  of  a wider study on le isure event management (e.g.  concerts,  
sports events,  plays and so on) directed to young people.  The quest ionnaire 
takes less than 10 minutes to f i l l  out.   
  
P lease complete the quest ionnaire as accurately as you can. Al l  answers wi l l  
remain anonymous and wi l l  be treated as an aggregate.   
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“Youth Events” 
 
 
 
 
 
  
 
Have you answered a s imi lar quest ionnaire to this one in the last  15 days?  
 
 Yes  
 No 
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Please carry on. 
 
 
Our research requires us to know i f  respondents take the t ime to read 
instruct ions careful ly .  In order to demonstrate that you ef fect ively read the 
quest ions and instruct ions, please ignore the quest ion below, and instead 
simply wr i te "OK" in the text  box.  
 
 
 
1. Which of these events do you participate in regularly? (Choose all that apply)  
 
Sport games 
 
Concerts 
 
Festivals 
 
Theaters 
 
Parties 
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2. To what extent do you agree with the following statements? 
 
 
 
 
 
  
Strongly 
disagree 
Disagree Agree 
 
Strongly 
agree 
 
 
a .  Posters are an effective way to 
promote leisure events. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
b .  Posters are an effective way to 
promote concerts. 
 
 
    
c .  Posters are an effective way to 
promote sports events. 
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Now please take a moment to look at the below event poster,  sponsored by the 
Cola brand “Govara Cola”, and answer some quest ions about i t .  The page wi l l  
change automatical ly .  
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Having seen this poster,  please answer the fo l lowing quest ions regarding the 
advert ised event poster.  
 
 
3. How much fun do you think this event will be? 
 
Not fun at all 
 
Slightly fun 
 
Fairly fun 
 
Very fun 
 
 
 
4. How exciting do you think this event will be? 
 
Not exciting at all 
 
Slightly exciting 
 
Fairly exciting 
 
Very exciting 
 
 
 
5. Would you recommend your friends to participate in this event? 
 
Definitely  
would not 
 
Probably  
would not 
 
Probably  
would 
 
Definitely  
would 
 
 
 
6. If you saw a poster like this, how likely it is that you would want to participate in this event?  
 
Very unlikely 
 
Unlikely 
 
Likely 
 
Very likely 
 
 
 
7. How attractive did you find the poster? 
 
Not at all attractive 
 
A little bit attractive 
 
Attractive 
 
Very attractive 
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8. To what extent do you agree with the following statements? 
This event will: 
 
 
 
Strongly 
disagree 
Disagree Agree 
Strongly 
agree 
 
a .  make me feel free. 
 
    
 
b .  help me forget my problems. 
 
 
 
 
 
 
 
 
 
 
c .  encourage me to drink alcoholic 
drinks. 
 
 
 
 
 
 
 
 
 
 
d .  encourage participants to drink 
alcoholic drinks. 
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9. At this event, the following drinks will be available. In case you find the event attractive 
enough to participate, for each, please estimate the number of drinks (250 cc) you would 
consume at this event. 
 
 
 
 
 
 
 
 
 
None 
 
1 to 2 
glasses 
 
3 to 4 
glasses 
 
5 to 6 
glasses 
 
7 to 8 
glasses 
 
9 or  
more glasses 
 
 
Water 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Sparkling water 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Carbonated Drinks 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Beer 
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10. To what extent do you agree with the following sentences? 
 
 
Strongly 
disagree 
Disagree Agree 
Strongly 
agree 
 
a .  The event in the poster was 
sponsored by the Cola brand 
“Govara Cola”. 
 
 
 
 
 
 
 
 
 
 
b .  The event in the poster was 
sponsored by the Beer brand 
“Govara Beer”. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
11. Regardless of your opinion on the subject, while filling in the questionnaire, to what extent 
were you thinking that companies sponsor events in order to: 
 
 
 
 
I was not 
thinking 
about it 
 
I was thinking 
only a little 
about it 
 
 
I was thinking 
about it 
 
 
I was thinking 
a lot about it 
 
a .  generate publicity  
for themselves 
 
    
 
b .  increase their notoriety 
 
    
 
c .  increase sales 
 
 
    
d .  create a good time for 
participants 
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12. How often and in what quantity do you typically consume alcohol? 
 
 
 
 
  
How many glasses  
(250cc)? 
 
 
Number of glasses 
 
Never 
 
 
 
 
 
 
Rarely (special occasions only) 
 
 
 
 
 
 
Occasionally (a few times a month) 
 
 
 
 
 
 
Regularly (once or twice a week) 
 
 
 
 
 
 
Frequently (several times a week) 
 
 
 
 
 
 
Every day 
 
 
 
 
 
Appendix 2. Questionnaires of the Studies 
 231 
Final ly ,  br ief  informat ion about you. This informat ion wi l l  just  be used to 
categor ize your survey response. Please indicate your:  
 
13. Gender:    
 Male 
 Female 
 
 
14. Nationality:   
 
 
 
 
15. Age: 15-35 
 
 
 
 
 
16. Employment situation: 
 
 Employed  
 Unemployed 
 
 
17. Are you a student? 
 
 Yes 
 No 
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18. Level of schooling: 
 
 Up to 9th grade 
 10th-12th grade 
 Undergraduate 
 Masters 
 PhD 
 
 
19. How did you get this questionnaire?  
 
I received an e-mail  
about it 
 
I got it through 
Mechanical Turk  
 
I got it through  
Facebook 
 
 
 
20. What do you think is the purpose of this study? 
 
 
 
 
 
 
 
 
 
 
 
Thank you for your cooperation. 
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Appendix 2. 11. Study Two – Sponsorship by “Govara Cola” (Portuguese 
Version) 
 
"Eventos para Jovens" 
  
  
Antes de mais,  obr igado pela sua part ic ipação.  
  
Este quest ionár io faz parte de um estudo mais amplo sobre a gestão de 
eventos (por exemplo, concertos,  eventos desport ivos, peças de teatro,  etc. )  
para os jovens.  
 
O quest ionár io leva menos de 10 minutos a preencher.  Agradecíamos que o 
preenchesse com a maior precisão possível .  As suas respostas permanecerão 
sempre anónimas e os dados serão tratados em agregado.  
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"Eventos para Jovens" 
 
 
 
 
 
 
 
 
Já respondeu a este quest ionár io,  ou outro semelhante, nos úl t imos 15 dias? 
 
 Sim  
 Não  
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Por favor,  cont inue. 
 
  
Esta pesquisa requer que seja assegurada a le i tura cuidada das instruções e 
perguntas pelo respondente. Assim, de modo a demonstrar que você 
efect ivamente lê questões e instruções, por favor ignore a pergunta e opções 
abaixo, escrevendo apenas "OK" na caixa de texto.  
 
1. Em qual destes eventos participa regularmente enquanto espectador? (Escolha todos os que 
se aplicam) 
 
Eventos/jogos desportivos 
 
Concertos 
 
Festivais 
 
Teatros 
 
Festas 
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2. Até que ponto concorda com as seguintes afirmações? 
 
 
 
  
 
Discordo 
totalmente 
 
 
Discordo 
 
Concordo 
 
 
Concordo 
totalmente 
 
 
 
a .  Os posters/cartazes são uma 
forma eficaz de promover eventos de 
lazer. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
b .  Os posters/cartazes são uma 
forma eficaz de promover concertos. 
 
 
 
 
 
 
 
 
 
 
c .  Os posters/cartazes são uma 
forma eficaz de promover eventos 
desportivos. 
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Agora por favor observe o cartaz abaixo, patrocinado pela marca de cola "Cola 
Govara",  e responda às perguntas nas páginas seguintes.  A página avançará 
automaticamente para as perguntas.  
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Observado o cartaz,  por favor responda às seguintes perguntas sobre o evento 
anunciado. 
 
 
3. Acha que este evento vai ser divertido? 
 
Nada divertido 
 
Um pouco divertido 
 
Bastante divertido 
 
Muito divertido 
 
 
 
4. Acha que este evento vai ser emocionante? 
 
Nada  
emocionante 
 
Um pouco  
emocionante 
 
Bastante  
emocionante 
 
Muito  
emocionante 
 
 
 
5. Recomendaria este evento aos seus amigos? 
 
Certamente  
não 
 
Provavelmente  
não 
 
Provavelmente  
sim 
 
Certamente  
sim 
 
 
 
6. Até que ponto um cartaz destes o faria querer participar no evento? 
 
Muito pouco 
 
Um pouco 
 
Bastante 
 
Muito 
 
 
 
7. Quão apelativo achou o cartaz? 
 
Nada apelativo 
 
Um pouco apelativo 
 
Apelativo 
 
Muito apelativo 
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8. Até que ponto concorda com as seguintes afirmações? 
  
Este evento vai: 
 
 
 
Discordo 
totalmente 
Discordo Concordo 
Concordo 
totalmente 
 
a .  fazer sentir-me livre. 
 
    
 
b .  ajudar-me a esquecer os meus 
problemas. 
 
    
 
c .  incentivar-me a beber bebidas 
alcoólicas. 
 
    
 
d .  incentivar os outros participantes a 
beber bebidas alcoólicas. 
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9. Neste evento, estarão disponíveis as seguintes bebidas. Para cada uma, por favor estime o 
número provável de copos (250cc) que consumiria durante o evento.   
 
 
 
 
 
Nenhum 
 
1-2  
copos 
3-4  
copos 
5-6  
copos 
7-8  
copos 
9 ou  
mais copos 
 
Água 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Água com gás 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Bebidas gaseificadas 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Cerveja 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Appendix 2. Questionnaires of the Studies 
 241 
10. Até que ponto concorda com cada uma das seguintes afirmações: 
 
 
 
Discordo 
totalmente 
Discordo Concordo 
Concordo 
totalmente 
 
a .  O evento apresentado no cartaz 
era patrocinado pela marca de 
refrigerantes "Cola Govara". 
 
 
 
 
 
 
 
 
 
 
b .  O evento apresentado no cartaz 
era patrocinado pela marca de 
cerveja "Cerveja Govara". 
 
 
 
 
 
 
 
 
 
 
 
 
 
11. Independentemente da sua opinião acerca do assunto, enquanto preenchia o questionário, 
até que ponto estava a pensar que as empresas patrocinam eventos para: 
 
 
 
Não pensei 
nada sobre 
isto 
 
Pensei só um 
pouco sobre 
isto 
Pensei sobre 
isto 
 
Pensei muito 
sobre isto 
 
 
a .  Gerar publicidade 
 
 
 
 
 
 
 
 
 
b .  Aumentar a notoriedade da 
marca 
 
 
 
 
 
 
 
 
 
c .  Aumentar as vendas 
 
 
 
 
 
 
 
 
d .  Proporcionar divertimento 
aos participantes 
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12. Com que frequência e em que quantidade costuma consumir álcool? 
 
 
 
 
  
Quantos copos (250cc)? 
 
 
Número de copos 
 
Nunca 
 
 
 
 
 
 
Raramente (só em ocasiões especiais) 
 
 
 
 
 
 
Ocasionalmente (algumas vezes por mês) 
 
 
 
 
 
Regularmente (uma ou duas vezes por semana) 
 
 
 
 
 
 
Frequentemente (várias vezes por semana) 
 
 
 
 
 
 
Todos os dias 
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Por f im, por favor,  indique o seu: 
 
13. Genero: 
 
 Masculino 
 Feminino  
 
 
14. Nacionalidade:  
 
 
 
 
15. Idade:  
 
 
 
 
16. Situação profissional: 
 
 Empregado 
 Desempregado 
 
 
17. É estudante? 
 
 Sim 
 Não
Appendix 2. Questionnaires of the Studies 
 244 
18. Nível de estudos: 
 
 Até ao 3º ciclo (9º ano inclusive) 
 Secundário (do 10º ao 12º ano inclusive) 
 Licenciatura 
 Pós-graduação ou Mestrado 
 Doutoramento 
 
 
19. Como recebeu este questionário? 
 
Através de um e-mail 
 
Através do Mechanical Turk  
 
Através do Facebook 
 
 
 
20. Qual pensa ser o objectivo deste estudo?  
 
 
 
 
 
 
 
 
 
 
Obrigado pela sua colaboração. 
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Appendix 2. 12. Study Three – Sponsorship by “Super Bock” (Engl ish Version) 
 
 
"Youth Events"  
  
 
Thank you for your part ic ipat ion.  
  
This task is part  of  a wider study on le isure event management (e.g.  concerts,  
sports events,  plays and so on) directed to young people.  The quest ionnaire 
takes less than 10 minutes to f i l l  out.   
  
P lease complete the quest ionnaire as accurately as you can. Al l  answers wi l l  
remain anonymous and wi l l  be treated as an aggregate.   
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“Youth Events” 
 
 
 
 
 
Have you responded to the s imi lar quest ionnaire dur ing 15 days before?  
 
 Yes 
 No 
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Our research requires us to know i f  respondents take the t ime to read 
direct ions careful ly .  In order to demonstrate that you ef fect ively read the 
quest ions and instruct ions, please ignore the quest ion below, and instead 
simply wr i te "OK" in the text  box. 
 
 
1. Which of these events do you participate in regularly? (Choose all that apply) 
 
Sport games 
 
Concerts 
 
Festivals 
 
Theaters 
 
Parties 
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2. To what extent do you agree with the following statements? 
 
 
 
 
Strongly 
disagree 
Disagree Agree 
Strongly 
agree 
a .  Posters are an effective way to 
promote leisure events. 
    
b .  Posters are an effective way to 
promote concerts and plays. 
 
    
 
c .  Posters are an effective way to 
promote sports events. 
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Now please take a moment to look at the below event poster,  sponsored by 
“Super Bock”, and answer some quest ions about i t .  The page wi l l  change 
automatical ly .  
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Having seen this poster,  please answer the fo l lowing quest ions regarding the 
advert ised event poster.  
 
3. How much fun do you think this event will be? 
Not fun at all 
 
Slightly fun 
 
Fairly fun 
 
Very fun 
 
 
 
4. How exciting do you think this concert will be? 
Not exciting at all 
 
Slightly exciting 
 
Fairly exciting 
 
Very exciting 
 
 
 
5. Would you recommend to your friends to participate in this event? 
Definitely  
would not 
 
Probably  
would not 
 
Probably  
would 
 
Definitely  
would 
 
 
 
6. If you saw a poster like that, how likely it is that you would want to participate in this event?  
Very unlikely 
 
Unlikely 
 
Likely 
 
Very likely 
 
 
 
7. How attractive did you find the poster? 
Not at all attractive 
 
A little bit attractive 
 
Attractive 
 
Very attractive 
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8. To what extent do you agree with the following statements? 
This event will: 
 
 
 Strongly 
disagree 
Disagree Agree 
Strongly 
agree 
 
a .  make me feel free. 
 
    
 
b .  help me forget my problems. 
 
 
 
 
 
 
 
 
 
 
c .  encourage me to drink alcoholic 
drinks. 
 
 
 
 
 
 
 
 
 
 
d .  encourage participants to drink 
alcoholic drinks. 
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9. At this event, the following drinks will be available. In case you find the event attractive 
enough to participate, for each, please estimate the number of drinks you would consume at 
this event. 
 
 
 
 
 
None 
1 to 2 
glasses 
3 to 4 
glasses 
5 to 6 
glasses 
7 to 8 
glasses 
9 or  
more glasses 
 
 
Water 
 
 
 
 
 
 
 
 
 
 
 
 
 
Sparkling water 
 
 
 
 
 
 
 
 
 
 
 
 
 
Carbonated Drinks 
 
 
 
 
 
 
 
 
 
 
 
 
 
Beer 
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10. To what extent do you agree with the following sentences? 
 
 Strongly 
disagree 
Disagree Agree 
Strongly  
agree 
 
a .  The event in the poster was 
sponsored by “Super Bock”. 
 
 
 
 
 
 
 
 
 
 
b .  The event in the poster was 
sponsored by “Frize”. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
c .  The event in the poster was 
sponsored by “Coca Cola”. 
 
 
 
 
 
 
 
 
 
 
 
11. Regardless of your opinion on the subject, while filling in the questionnaire, to what extent 
were you thinking that companies sponsor events for: 
 
 
 
I was not 
thinking 
about it 
 
I was thinking 
only a little 
about it 
 
 
I was thinking 
about it 
 
 
I was thinking 
a lot about it 
 
a .  generate publicity  
for themselves 
 
    
 
b .  increase their notoriety 
 
    
 
c .  increase sales 
 
 
    
d .  create a good time for 
participants 
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12. How often and in what quantity do you typically consume alcohol? 
 
 
  
How many glasses  
(250cc)? 
 
 
Number of glasses 
 
Never 
 
 
 
 
 
 
Rarely (special occasions only) 
 
 
 
 
 
 
Occasionally (a few times a month) 
 
 
 
 
 
 
Regularly (once or twice a week) 
 
 
 
 
 
 
Frequently (several times a week) 
 
 
 
 
 
 
Every day 
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Final ly br ief  informat ion about you. This informat ion wi l l  just  be used to 
categor ize your survey response. Please indicate Your:  
 
 
13. Gender:    
 Male 
 Female 
 
14. Nationality:   
 
 
 
15. Age: 15-35 
                    
 
 
 
16. Employment situation: 
 
Employed 
 
Unemployed 
 
Student 
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17. Level of schooling currently under study: 
 
 Up to 9th grade 
 10th-12th grade 
 Undergraduate 
 Masters 
 PhD 
 
 
18. What do you think is the purpose of this study? 
 
 
 
 
 
 
 
 
 
Thank you for your cooperation. 
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Appendix 2. 13. Study Three – Sponsorship by “Super Bock” (Portuguese 
Version) 
 
 
"Eventos para Jovens" 
  
  
Antes de mais,  obr igado pela sua part ic ipação.  
  
Este quest ionár io faz parte de um estudo mais amplo sobre a gestão de 
eventos (por exemplo, concertos,  eventos desport ivos, peças de teatro,  etc.)  
para os jovens.  
 
O quest ionár io leva menos de 10 minutos a preencher.  Agradecíamos que o 
preenchesse com a maior precisão possível .  As suas respostas permanecerão 
sempre anónimas e os dados serão tratados em agregado.  
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"Eventos para Jovens" 
 
 
 
 
 
 
 
 
Já respondeu a este quest ionár io,  ou outro semelhante, nos úl t imos 15 dias? 
 
 Sim  
 Não  
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Por favor,  cont inue. 
 
  
Esta pesquisa requer que seja assegurada a le i tura cuidada das instruções e 
perguntas pelo respondente. Assim, de modo a demonstrar que você 
efect ivamente lê questões e instruções, por favor ignore a pergunta e opções 
abaixo, escrevendo apenas "OK" na caixa de texto.  
 
1. Em qual destes eventos participa regularmente enquanto espectador? (Escolha todos os que 
se aplicam) 
 
Eventos/jogos desportivos 
 
Concertos 
 
Festivais 
 
Teatros 
 
Festas 
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2. Até que ponto concorda com as seguintes afirmações? 
 
 
 
  
 
Discordo 
totalmente 
 
 
Discordo 
 
Concordo 
 
 
Concordo 
totalmente 
 
 
 
a .  Os posters/cartazes são uma 
forma eficaz de promover eventos de 
lazer. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
b .  Os posters/cartazes são uma 
forma eficaz de promover concertos. 
 
 
 
 
 
 
 
 
 
 
c .  Os posters/cartazes são uma 
forma eficaz de promover eventos 
desportivos. 
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Agora por favor observe o cartaz abaixo, patrocinado pela marca de "Super 
Bock", e responda às perguntas nas páginas seguintes.  A página avançará 
automaticamente para as perguntas.  
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Observado o cartaz,  por favor responda às seguintes perguntas sobre o evento 
anunciado. 
 
 
3. Acha que este evento vai ser divertido? 
 
Nada divertido 
 
Um pouco divertido 
 
Bastante divertido 
 
Muito divertido 
 
 
 
4. Acha que este evento vai ser emocionante? 
 
Nada  
emocionante 
 
Um pouco  
emocionante 
 
Bastante  
emocionante 
 
Muito  
emocionante 
 
 
 
5. Recomendaria este evento aos seus amigos? 
 
Certamente  
não 
 
Provavelmente  
não 
 
Provavelmente  
sim 
 
Certamente  
sim 
 
 
 
6. Até que ponto um cartaz destes o faria querer participar no evento? 
 
Muito pouco 
 
Um pouco 
 
Bastante 
 
Muito 
 
 
 
7. Quão apelativo achou o cartaz? 
 
Nada apelativo 
 
Um pouco apelativo 
 
Apelativo 
 
Muito apelativo 
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8. Até que ponto concorda com as seguintes afirmações? 
  
Este evento vai: 
 
 
 
Discordo 
totalmente 
Discordo Concordo 
Concordo 
totalmente 
 
a .  fazer sentir-me livre. 
 
    
 
b .  ajudar-me a esquecer os meus 
problemas. 
 
    
 
c .  incentivar-me a beber bebidas 
alcoólicas. 
 
    
 
d .  incentivar os outros participantes a 
beber bebidas alcoólicas. 
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9. Neste evento, estarão disponíveis as seguintes bebidas. Para cada uma, por favor estime o 
número provável de copos (250cc) que consumiria durante o evento.   
 
 
 
 
 
Nenhum 
 
1-2  
copos 
3-4  
copos 
5-6  
copos 
7-8  
copos 
9 ou  
mais copos 
 
Água 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Água com gás 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Bebidas gaseificadas 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Cerveja 
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10. Até que ponto concorda com cada uma das seguintes afirmações: 
 
 
 
Discordo 
totalmente 
Discordo Concordo 
Concordo 
totalmente 
 
a .  O evento apresentado no 
cartaz era patrocinado pela 
“Super Bock”. 
 
 
 
 
 
 
 
 
 
 
b .  O evento apresentado no 
cartaz era patrocinado pela 
“Frize”. 
 
 
 
 
 
 
 
 
 
 
 
c .  O evento apresentado no 
cartaz era patrocinado pela 
“Coca Cola”. 
 
 
 
 
 
 
 
 
 
 
 
11. Independentemente da sua opinião acerca do assunto, enquanto preenchia o questionário, 
até que ponto estava a pensar que as empresas patrocinam eventos para: 
 
 
Não pensei 
nada sobre 
isto 
 
Pensei só um 
pouco sobre 
isto 
Pensei sobre 
isto 
 
Pensei muito 
sobre isto 
 
 
a .  Gerar publicidade 
 
 
 
 
 
 
 
 
 
b .  Aumentar a notoriedade da 
marca 
 
 
 
 
 
 
 
 
 
c .  Aumentar as vendas 
 
 
 
 
 
 
 
 
d .  Proporcionar divertimento 
aos participantes 
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12. Com que frequência e em que quantidade costuma consumir álcool? 
 
 
 
 
  
Quantos copos (250cc)? 
 
 
Número de copos 
 
Nunca 
 
 
 
 
 
 
Raramente (só em ocasiões especiais) 
 
 
 
 
 
 
Ocasionalmente (algumas vezes por mês) 
 
 
 
 
 
Regularmente (uma ou duas vezes por semana) 
 
 
 
 
 
 
Frequentemente (várias vezes por semana) 
 
 
 
 
 
 
Todos os dias 
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Por f im, por favor,  indique o seu: 
 
 
13. Genero: 
 
 Masculino 
 Feminino  
 
 
14. Nacionalidade:  
 
 
 
 
15. Idade:  
 
 
 
 
 
16. Situação profissional: 
 
 Empregado 
 Desempregado 
 Estudante 
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17. Ciclo de estudos em que se encontra actualmente: 
 
 Até ao 3º ciclo (9º ano inclusive) 
 Secundário (do 10º ao 12º ano inclusive) 
 Licenciatura 
 Pós-graduação ou Mestrado 
 Doutoramento 
 
 
 
18. Qual pensa ser o objectivo deste estudo?  
 
 
 
 
 
 
 
 
 
 
 
Obrigado pela sua colaboração. 
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Appendix 2. 14. Study Three – Sponsorship by “Coca-Cola” (Engl ish Version) 
 
 
"Youth Events"  
  
 
Thank you for your part ic ipat ion.  
  
This task is part  of  a wider study on le isure event management (e.g.  concerts,  
sports events,  plays and so on) directed to young people.  The quest ionnaire 
takes less than 10 minutes to f i l l  out.   
  
P lease complete the quest ionnaire as accurately as you can. Al l  answers wi l l  
remain anonymous and wi l l  be treated as an aggregate.   
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“Youth Events” 
 
 
 
 
 
Have you responded to the s imi lar quest ionnaire dur ing 15 days before?  
 
 Yes 
 No 
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Our research requires us to know i f  respondents take the t ime to read 
direct ions careful ly .  In order to demonstrate that you ef fect ively read the 
quest ions and instruct ions, please ignore the quest ion below, and instead 
simply wr i te "OK" in the text  box.  
 
   
 
1. Which of these events do you participate in regularly? (Choose all that apply)  
 
Sport games 
 
Concerts 
 
Festivals 
 
Theaters 
 
Parties 
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2. To what extent do you agree with the following statements? 
 
 
 
 
Strongly 
disagree 
Disagree Agree 
Strongly 
agree 
a .  Posters are an effective way to 
promote leisure events. 
    
b .  Posters are an effective way to 
promote concerts and plays. 
 
    
 
c .  Posters are an effective way to 
promote sports events. 
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Now please take a moment to look at the below event poster,  sponsored by 
“Coca-Cola”, and answer some quest ions about i t .  The page wi l l  change 
automatical ly .  
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Having seen this poster,  please answer the fo l lowing quest ions regarding the 
advert ised event poster.  
 
3. How much fun do you think this event will be? 
Not fun at all 
 
Slightly fun 
 
Fairly fun 
 
Very fun 
 
 
 
4. How exciting do you think this concert will be? 
Not exciting at all 
 
Slightly exciting 
 
Fairly exciting 
 
Very exciting 
 
 
 
5. Would you recommend to your friends to participate in this event? 
Definitely  
would not 
 
Probably  
would not 
 
Probably  
would 
 
Definitely  
would 
 
 
 
6. If you saw a poster like that, how likely it is that you would want to participate in this event?  
Very unlikely 
 
Unlikely 
 
Likely 
 
Very likely 
 
 
 
7. How attractive did you find the poster? 
Not at all attractive 
 
A little bit attractive 
 
Attractive 
 
Very attractive 
 
Appendix 2. Questionnaires of the Studies 
 275 
 
 
8. To what extent do you agree with the following statements? 
This event will: 
 
 
 Strongly 
disagree 
Disagree Agree 
Strongly 
agree 
 
a .  make me feel free. 
 
    
 
b .  help me forget my problems. 
 
 
 
 
 
 
 
 
 
 
c .  encourage me to drink alcoholic 
drinks. 
 
 
 
 
 
 
 
 
 
 
d .  encourage participants to drink 
alcoholic drinks. 
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9. At this event, the following drinks will be available. In case you find the event attractive 
enough to participate, for each, please estimate the number of drinks you would consume at 
this event. 
 
 
 
 
 
None 
1 to 2 
glasses 
3 to 4 
glasses 
5 to 6 
glasses 
7 to 8 
glasses 
9 or  
more glasses 
 
 
Water 
 
 
 
 
 
 
 
 
 
 
 
 
 
Sparkling water 
 
 
 
 
 
 
 
 
 
 
 
 
 
Carbonated Drinks 
 
 
 
 
 
 
 
 
 
 
 
 
 
Beer 
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10. To what extent do you agree with the following sentences? 
 
 Strongly 
disagree 
Disagree Agree 
Strongly  
agree 
 
a .  The event in the poster was 
sponsored by “Super Bock”. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
b .  The event in the poster was 
sponsored by “Frize”. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
c .  The event in the poster was 
sponsored by “Coca Cola”. 
 
 
 
 
 
 
 
 
 
 
11. Regardless of your opinion on the subject, while filling in the questionnaire, to what extent 
were you thinking that companies sponsor events for: 
 
 
I was not 
thinking 
about it 
 
I was thinking 
only a little 
about it 
I was thinking 
about it 
 
I was thinking 
a lot about it 
 
 
a .  generate publicity  
for themselves 
 
    
 
b .  increase their notoriety 
 
    
 
c .  increase sales 
 
 
    
d .  create a good time for 
participants 
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12. How often and in what quantity do you typically consume alcohol? 
 
 
  
How many glasses  
(250cc)? 
 
 
Number of glasses 
 
Never 
 
 
 
 
 
 
Rarely (special occasions only) 
 
 
 
 
 
 
Occasionally (a few times a month) 
 
 
 
 
 
 
Regularly (once or twice a week) 
 
 
 
 
 
 
Frequently (several times a week) 
 
 
 
 
 
 
Every day 
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Final ly br ief  informat ion about you. This informat ion wi l l  just  be used to 
categor ize your survey response. Please indicate Your:  
 
 
13. Gender:    
 Male 
 Female 
 
14. Nationality:   
 
 
 
15. Age: 15-35 
                    
 
 
 
16. Employment situation: 
 
Employed 
 
Unemployed 
 
Student 
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17. Level of schooling currently under study: 
 
 Up to 9th grade 
 10th-12th grade 
 Undergraduate 
 Masters 
 PhD 
 
 
18. What do you think is the purpose of this study? 
 
 
 
 
 
 
 
 
 
Thank you for your cooperation. 
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Appendix 2. 15. Study Three – Sponsorship by “Coca-Cola” (Portuguese 
Version) 
 
"Eventos para Jovens" 
  
  
Antes de mais,  obr igado pela sua part ic ipação.  
  
Este quest ionár io faz parte de um estudo mais amplo sobre a gestão de 
eventos (por exemplo, concertos,  eventos desport ivos, peças de teatro,  etc. )  
para os jovens.  
 
O quest ionár io leva menos de 10 minutos a preencher.  Agradecíamos que o 
preenchesse com a maior precisão possível .  As suas respostas permanecerão 
sempre anónimas e os dados serão tratados em agregado.  
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"Eventos para Jovens" 
 
 
 
 
 
 
 
 
Já respondeu a este quest ionár io,  ou outro semelhante, nos úl t imos 15 dias? 
 
 Sim  
 Não  
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Por favor,  cont inue. 
 
  
Esta pesquisa requer que seja assegurada a le i tura cuidada das instruções e 
perguntas pelo respondente. Assim, de modo a demonstrar que você 
efect ivamente lê questões e instruções, por favor ignore a pergunta e opções 
abaixo, escrevendo apenas "OK" na caixa de texto.  
 
1. Em qual destes eventos participa regularmente enquanto espectador? (Escolha todos os que 
se aplicam) 
 
Eventos/jogos desportivos 
 
Concertos 
 
Festivais 
 
Teatros 
 
Festas 
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2. Até que ponto concorda com as seguintes afirmações? 
 
 
 
  
 
Discordo 
totalmente 
 
 
Discordo 
 
Concordo 
 
 
Concordo 
totalmente 
 
 
 
a .  Os posters/cartazes são uma 
forma eficaz de promover eventos de 
lazer. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
b .  Os posters/cartazes são uma 
forma eficaz de promover concertos. 
 
 
 
 
 
 
 
 
 
 
c .  Os posters/cartazes são uma 
forma eficaz de promover eventos 
desportivos. 
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Agora por favor observe o cartaz abaixo, patrocinado pela marca de "Coca-
Cola", e responda às perguntas nas páginas seguintes.  A página avançará 
automaticamente para as perguntas. 
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Observado o cartaz,  por favor responda às seguintes perguntas sobre o evento 
anunciado. 
 
 
3. Acha que este evento vai ser divertido? 
 
Nada divertido 
 
Um pouco divertido 
 
Bastante divertido 
 
Muito divertido 
 
 
 
4. Acha que este evento vai ser emocionante? 
 
Nada  
emocionante 
 
Um pouco  
emocionante 
 
Bastante  
emocionante 
 
Muito  
emocionante 
 
 
 
5. Recomendaria este evento aos seus amigos? 
 
Certamente  
não 
 
Provavelmente  
não 
 
Provavelmente  
sim 
 
Certamente  
sim 
 
 
 
6. Até que ponto um cartaz destes o faria querer participar no evento? 
 
Muito pouco 
 
Um pouco 
 
Bastante 
 
Muito 
 
 
 
7. Quão apelativo achou o cartaz? 
 
Nada apelativo 
 
Um pouco apelativo 
 
Apelativo 
 
Muito apelativo 
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8. Até que ponto concorda com as seguintes afirmações? 
  
Este evento vai: 
 
 
 
Discordo 
totalmente 
Discordo Concordo 
Concordo 
totalmente 
 
a .  fazer sentir-me livre. 
 
    
 
b .  ajudar-me a esquecer os meus 
problemas. 
 
    
 
c .  incentivar-me a beber bebidas 
alcoólicas. 
 
    
 
d .  incentivar os outros participantes a 
beber bebidas alcoólicas. 
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9. Neste evento, estarão disponíveis as seguintes bebidas. Para cada uma, por favor estime o 
número provável de copos (250cc) que consumiria durante o evento.   
 
 
 
 
 
Nenhum 
 
1-2  
copos 
3-4  
copos 
5-6  
copos 
7-8  
copos 
9 ou  
mais copos 
 
Água 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Água com gás 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Bebidas gaseificadas 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Cerveja 
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10. Até que ponto concorda com cada uma das seguintes afirmações: 
 
 
 
Discordo 
totalmente 
Discordo Concordo 
Concordo 
totalmente 
 
a .  O evento apresentado no 
cartaz era patrocinado pela 
“Super Bock”. 
 
 
 
 
 
 
 
 
 
 
b .  O evento apresentado no 
cartaz era patrocinado pela 
“Frize”. 
 
 
 
 
 
 
 
 
 
 
 
c .  O evento apresentado no 
cartaz era patrocinado pela 
“Coca Cola”. 
 
 
 
 
 
 
 
 
 
 
 
11. Independentemente da sua opinião acerca do assunto, enquanto preenchia o questionário, 
até que ponto estava a pensar que as empresas patrocinam eventos para: 
 
 
Não pensei 
nada sobre 
isto 
 
Pensei só um 
pouco sobre 
isto 
Pensei sobre 
isto 
 
Pensei muito 
sobre isto 
 
 
a .  Gerar publicidade 
 
 
 
 
 
 
 
 
 
b .  Aumentar a notoriedade da 
marca 
 
 
 
 
 
 
 
 
 
c .  Aumentar as vendas 
 
 
 
 
 
 
 
 
d .  Proporcionar divertimento 
aos participantes 
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12. Com que frequência e em que quantidade costuma consumir álcool? 
 
 
 
 
  
Quantos copos (250cc)? 
 
 
Número de copos 
 
Nunca 
 
 
 
 
 
 
Raramente (só em ocasiões especiais) 
 
 
 
 
 
 
Ocasionalmente (algumas vezes por mês) 
 
 
 
 
 
Regularmente (uma ou duas vezes por semana) 
 
 
 
 
 
 
Frequentemente (várias vezes por semana) 
 
 
 
 
 
 
Todos os dias 
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Por f im, por favor,  indique o seu: 
 
 
13. Genero: 
 
 Masculino 
 Feminino  
 
 
14. Nacionalidade:  
 
 
 
 
15. Idade:  
 
 
 
 
 
16. Situação profissional: 
 
 Empregado 
 Desempregado 
 Estudante 
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17. Ciclo de estudos em que se encontra actualmente: 
 
 Até ao 3º ciclo (9º ano inclusive) 
 Secundário (do 10º ao 12º ano inclusive) 
 Licenciatura 
 Pós-graduação ou Mestrado 
 Doutoramento 
 
 
 
18. Qual pensa ser o objectivo deste estudo?  
 
 
 
 
 
 
 
 
 
 
Obrigado pela sua colaboração. 
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Appendix 2. 16. Study Four – Sponsorship by “Super Bock” (Engl ish Version) 
 
 
"Youth Events"  
  
 
Thank you for your part ic ipat ion.  
  
This task is part  of  a wider study on le isure event management (e.g.  concerts,  
sports events,  plays and so on) directed to young people.  The quest ionnaire 
takes less than 10 minutes to f i l l  out.   
  
P lease complete the quest ionnaire as accurately as you can. Al l  answers wi l l  
remain anonymous and wi l l  be treated as an aggregate.   
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“Youth Events” 
 
 
 
 
 
Have you responded to the s imi lar quest ionnaire dur ing 15 days before?  
 
 Yes 
 No 
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Our research requires us to know i f  respondents take the t ime to read 
direct ions careful ly .  In order to demonstrate that you ef fect ively read the 
quest ions and instruct ions, please ignore the quest ion below, and instead 
simply wr i te "OK" in the text  box.  
 
   
 
1. Which of these events do you participate in regularly? (Choose all that apply)  
 
Sport games 
 
Concerts 
 
Festivals 
 
Theaters 
 
Parties 
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2. To what extent do you agree with the following statements? 
 
 
 
 
Strongly 
disagree 
Disagree Agree 
Strongly 
agree 
a .  Posters are an effective way to 
promote leisure events. 
    
b .  Posters are an effective way to 
promote concerts and plays. 
 
    
 
c .  Posters are an effective way to 
promote sports events. 
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Now please take a moment to look at the below event poster,  sponsored by 
“Super Bock”, and answer some quest ions about i t .  The page wi l l  change 
automatical ly .  
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Having seen this poster,  please answer the fo l lowing quest ions regarding the 
advert ised event poster.  
 
3. How much fun do you think this event will be? 
Not fun at all 
 
Slightly fun 
 
Fairly fun 
 
Very fun 
 
 
 
4. How exciting do you think this concert will be? 
Not exciting at all 
 
Slightly exciting 
 
Fairly exciting 
 
Very exciting 
 
 
 
5. Would you recommend to your friends to participate in this event? 
Definitely  
would not 
 
Probably  
would not 
 
Probably  
would 
 
Definitely  
would 
 
 
 
6. If you saw a poster like that, how likely it is that you would want to participate in this event?  
Very unlikely 
 
Unlikely 
 
Likely 
 
Very likely 
 
 
 
7. How attractive did you find the poster? 
Not at all attractive 
 
A little bit attractive 
 
Attractive 
 
Very attractive 
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8. To what extent do you agree with the following statements? 
This event will: 
 
 
 Strongly 
disagree 
Disagree Agree 
Strongly 
agree 
 
a .  make me feel free. 
 
    
 
b .  help me forget my problems. 
 
 
 
 
 
 
 
 
 
 
c .  encourage me to drink alcoholic 
drinks. 
 
 
 
 
 
 
 
 
 
 
d .  encourage participants to drink 
alcoholic drinks. 
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9. At this event, the following drinks will be available. In case you find the event attractive 
enough to participate, for each, please estimate the number of drinks you would consume at 
this event. 
 
 
 
 
 
None 
1 to 2 
glasses 
3 to 4 
glasses 
5 to 6 
glasses 
7 to 8 
glasses 
9 or  
more glasses 
 
 
Water 
 
 
 
 
 
 
 
 
 
 
 
 
 
Sparkling water 
 
 
 
 
 
 
 
 
 
 
 
 
 
Carbonated Drinks 
 
 
 
 
 
 
 
 
 
 
 
 
 
Beer 
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10. To what extent do you agree with the following sentences? 
 
 Strongly 
disagree 
Disagree Agree 
Strongly  
agree 
 
a .  The event in the poster was 
sponsored by “Super Bock”. 
 
 
 
 
 
 
 
 
 
 
b .  The event in the poster was 
sponsored by “Frize”. 
 
 
 
 
 
 
 
 
 
 
c .  The event in the poster was 
sponsored by “Coca Cola”. 
 
 
 
 
 
 
 
 
 
 
 
11. Regardless of your opinion on the subject, while filling in the questionnaire, to what extent 
were you thinking that companies sponsor events for: 
 
 
I was not 
thinking 
about it 
 
I was thinking 
only a little 
about it 
 
I was thinking 
about it 
 
 
I was thinking 
a lot about it 
 
 
a .  generate publicity  
for themselves 
 
    
 
b .  increase their notoriety 
 
    
 
c .  increase sales 
 
 
    
d .  create a good time for 
participants 
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12. How often and in what quantity do you typically consume alcohol? 
 
 
  
How many glasses  
(250cc)? 
 
 
Number of glasses 
 
Never 
 
 
 
 
 
 
Rarely (special occasions only) 
 
 
 
 
 
 
Occasionally (a few times a month) 
 
 
 
 
 
 
Regularly (once or twice a week) 
 
 
 
 
 
 
Frequently (several times a week) 
 
 
 
 
 
 
Every day 
 
 
 
 
 
Appendix 2. Questionnaires of the Studies 
 303 
 
Final ly br ief  informat ion about you. This informat ion wi l l  just  be used to 
categor ize your survey response. Please indicate Your:  
 
 
13. Gender:    
 Male 
 Female 
 
14. Nationality:   
 
 
 
15. Age: 15-35 
                    
 
 
 
16. Employment situation: 
 
Employed 
 
Unemployed 
 
Student 
 
 
Appendix 2. Questionnaires of the Studies 
 304 
17. Level of schooling currently under study: 
 
 Up to 9th grade 
 10th-12th grade 
 Undergraduate 
 Masters 
 PhD 
 
 
18. What do you think is the purpose of this study? 
 
 
 
 
 
 
 
 
 
Thank you for your cooperation. 
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Appendix 2. 17. Study Four – Sponsorship by “Super Bock” (Portuguese 
Version) 
 
"Eventos para Jovens" 
  
  
Antes de mais,  obr igado pela sua part ic ipação.  
  
Este quest ionár io faz parte de um estudo mais amplo sobre a gestão de 
eventos (por exemplo, concertos,  eventos desport ivos, peças de teatro,  etc. )  
para os jovens.  
 
O quest ionár io leva menos de 10 minutos a preencher.  Agradecíamos que o 
preenchesse com a maior precisão possível .  As suas respostas permanecerão 
sempre anónimas e os dados serão tratados em agregado.  
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"Eventos para Jovens" 
 
 
 
 
 
 
 
 
Já respondeu a este quest ionár io,  ou outro semelhante, nos úl t imos 15 dias? 
 
 Sim  
 Não  
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Por favor,  cont inue. 
 
  
Esta pesquisa requer que seja assegurada a le i tura cuidada das instruções e 
perguntas pelo respondente. Assim, de modo a demonstrar que você 
efect ivamente lê questões e instruções, por favor ignore a pergunta e opções 
abaixo, escrevendo apenas "OK" na caixa de texto.  
 
1. Em qual destes eventos participa regularmente enquanto espectador? (Escolha todos os que 
se aplicam) 
 
Eventos/jogos desportivos 
 
Concertos 
 
Festivais 
 
Teatros 
 
Festas 
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2. Até que ponto concorda com as seguintes afirmações? 
 
 
 
  
 
Discordo 
totalmente 
 
 
Discordo 
 
Concordo 
 
 
Concordo 
totalmente 
 
 
 
a .  Os posters/cartazes são uma 
forma eficaz de promover eventos de 
lazer. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
b .  Os posters/cartazes são uma 
forma eficaz de promover concertos. 
 
 
 
 
 
 
 
 
 
 
c .  Os posters/cartazes são uma 
forma eficaz de promover eventos 
desportivos. 
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Agora por favor observe o cartaz abaixo, patrocinado pela marca de "Super 
Bock", e responda às perguntas nas páginas seguintes. A página avançará 
automaticamente para as perguntas.  
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Observado o cartaz,  por favor responda às seguintes perguntas sobre o evento 
anunciado. 
 
 
3. Acha que este evento vai ser divertido? 
 
Nada divertido 
 
Um pouco divertido 
 
Bastante divertido 
 
Muito divertido 
 
 
 
4. Acha que este evento vai ser emocionante? 
 
Nada  
emocionante 
 
Um pouco  
emocionante 
 
Bastante  
emocionante 
 
Muito  
emocionante 
 
 
 
5. Recomendaria este evento aos seus amigos? 
 
Certamente  
não 
 
Provavelmente  
não 
 
Provavelmente  
sim 
 
Certamente  
sim 
 
 
 
6. Até que ponto um cartaz destes o faria querer participar no evento? 
 
Muito pouco 
 
Um pouco 
 
Bastante 
 
Muito 
 
 
 
7. Quão apelativo achou o cartaz? 
 
Nada apelativo 
 
Um pouco apelativo 
 
Apelativo 
 
Muito apelativo 
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8. Até que ponto concorda com as seguintes afirmações? 
  
Este evento vai: 
 
 
 
Discordo 
totalmente 
Discordo Concordo 
Concordo 
totalmente 
 
a .  fazer sentir-me livre. 
 
 
 
 
 
 
 
 
 
 
b .  ajudar-me a esquecer os meus 
problemas. 
 
    
 
c .  incentivar-me a beber bebidas 
alcoólicas. 
 
    
 
d .  incentivar os outros participantes a 
beber bebidas alcoólicas. 
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9. Neste evento, estarão disponíveis as seguintes bebidas. Para cada uma, por favor estime o 
número provável de copos (250cc) que consumiria durante o evento.   
 
 
 
 
 
Nenhum 
 
1-2  
copos 
3-4  
copos 
5-6  
copos 
7-8  
copos 
9 ou  
mais copos 
 
Água 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Água com gás 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Bebidas gaseificadas 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Cerveja 
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10. Até que ponto concorda com cada uma das seguintes afirmações: 
 
 
 
Discordo 
totalmente 
Discordo Concordo 
Concordo 
totalmente 
 
a .  O evento apresentado no 
cartaz era patrocinado pela 
“Super Bock”. 
 
 
 
 
 
 
 
 
 
 
b .  O evento apresentado no 
cartaz era patrocinado pela 
“Frize”. 
 
 
 
 
 
 
 
 
 
 
 
c .  O evento apresentado no 
cartaz era patrocinado pela 
“Coca Cola”. 
 
 
 
 
 
 
 
 
 
 
 
11. Independentemente da sua opinião acerca do assunto, enquanto preenchia o questionário, 
até que ponto estava a pensar que as empresas patrocinam eventos para: 
 
 
Não pensei 
nada sobre 
isto 
 
Pensei só um 
pouco sobre 
isto 
Pensei sobre 
isto 
 
Pensei muito 
sobre isto 
 
 
a .  Gerar publicidade 
 
 
 
 
 
 
 
 
 
b .  Aumentar a notoriedade da 
marca 
 
 
 
 
 
 
 
 
 
c .  Aumentar as vendas 
 
 
 
 
 
 
 
 
d .  Proporcionar divertimento 
aos participantes 
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12. Com que frequência e em que quantidade costuma consumir álcool? 
 
 
 
 
  
Quantos copos (250cc)? 
 
 
Número de copos 
 
Nunca 
 
 
 
 
 
 
Raramente (só em ocasiões especiais) 
 
 
 
 
 
 
Ocasionalmente (algumas vezes por mês) 
 
 
 
 
 
Regularmente (uma ou duas vezes por semana) 
 
 
 
 
 
 
Frequentemente (várias vezes por semana) 
 
 
 
 
 
 
Todos os dias 
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Por f im, por favor,  indique o seu: 
 
 
13. Genero: 
 
 Masculino 
 Feminino  
 
 
14. Nacionalidade:  
 
 
 
 
15. Idade:  
 
 
 
 
 
16. Situação profissional: 
 
 Empregado 
 Desempregado 
 Estudante 
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17. Ciclo de estudos em que se encontra actualmente: 
 
 Até ao 3º ciclo (9º ano inclusive) 
 Secundário (do 10º ao 12º ano inclusive) 
 Licenciatura 
 Pós-graduação ou Mestrado 
 Doutoramento 
 
 
 
18. Qual pensa ser o objectivo deste estudo?  
 
 
 
 
 
 
 
 
 
 
 
Obrigado pela sua colaboração. 
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Appendix 2. 18. Study Four – Sponsorship by “Super Bock” & Persuasion 
Knowledge (Engl ish Version) 
 
 
"Youth Events"  
  
 
Thank you for your part ic ipat ion.  
  
This task is part  of  a wider study on le isure event management (e.g.  concerts,  
sports events,  plays and so on) directed to young people.  The quest ionnaire 
takes less than 10 minutes to f i l l  out.   
  
P lease complete the quest ionnaire as accurately as you can. Al l  answers wi l l  
remain anonymous and wi l l  be treated as an aggregate.   
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“Youth Events” 
 
 
 
 
 
Have you responded to the s imi lar quest ionnaire dur ing 15 days before?  
 
 Yes 
 No 
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Our research requires us to know i f  respondents take the t ime to read 
direct ions careful ly .  In order to demonstrate that you ef fect ively read the 
quest ions and instruct ions, please ignore the quest ion below, and instead 
simply wr i te "OK" in the text  box.  
 
   
 
1. Which of these events do you participate in regularly? (Choose all that apply)  
 
Sport games 
 
Concerts 
 
Festivals 
 
Theaters 
 
Parties 
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2. To what extent do you agree with the following statements? 
 
 
 
 
Strongly 
disagree 
Disagree Agree 
Strongly 
agree 
a .  Posters are an effective way to promote 
leisure events, such as: concerts, sports 
games, and plays. 
    
b .  Company sponsorships of leisure events 
are primarily motivated by their own business 
interests. 
 
    
 
c .  Company sponsorships of leisure events 
are primarily motivated by the desire to 
increase sales. 
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Now please take a moment to look at the below event poster,  sponsored by 
“Super Bock”, and answer some quest ions about i t .  The page wi l l  change 
automatical ly .  
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Having seen this poster,  please answer the fo l lowing quest ions regarding the 
advert ised event poster.  
 
3. How much fun do you think this event will be? 
Not fun at all 
 
Slightly fun 
 
Fairly fun 
 
Very fun 
 
 
 
4. How exciting do you think this concert will be? 
Not exciting at all 
 
Slightly exciting 
 
Fairly exciting 
 
Very exciting 
 
 
 
5. Would you recommend to your friends to participate in this event? 
Definitely  
would not 
 
Probably  
would not 
 
Probably  
would 
 
Definitely  
would 
 
 
 
6. If you saw a poster like that, how likely it is that you would want to participate in this event?  
Very unlikely 
 
Unlikely 
 
Likely 
 
Very likely 
 
 
 
7. How attractive did you find the poster? 
Not at all attractive 
 
A little bit attractive 
 
Attractive 
 
Very attractive 
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8. To what extent do you agree with the following statements? 
This event will: 
 
 
 Strongly 
disagree 
Disagree Agree 
Strongly 
agree 
 
a .  make me feel free. 
 
    
 
b .  help me forget my problems. 
 
 
 
 
 
 
 
 
 
 
c .  encourage me to drink alcoholic 
drinks. 
 
 
 
 
 
 
 
 
 
 
d .  encourage participants to drink 
alcoholic drinks. 
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9. At this event, the following drinks will be available. In case you find the event attractive 
enough to participate, for each, please estimate the number of drinks you would consume at 
this event. 
 
 
 
 
 
None 
1 to 2 
glasses 
3 to 4 
glasses 
5 to 6 
glasses 
7 to 8 
glasses 
9 or  
more glasses 
 
 
Water 
 
 
 
 
 
 
 
 
 
 
 
 
 
Sparkling water 
 
 
 
 
 
 
 
 
 
 
 
 
 
Carbonated Drinks 
 
 
 
 
 
 
 
 
 
 
 
 
 
Beer 
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10. To what extent do you agree with the following sentences? 
 
 Strongly 
disagree 
Disagree Agree 
Strongly  
agree 
 
a .  The event in the poster was 
sponsored by “Super Bock”. 
 
 
 
 
 
 
 
 
 
 
b .  The event in the poster was 
sponsored by “Frize”. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
c .  The event in the poster was 
sponsored by “Coca Cola”. 
 
 
 
 
 
 
 
 
 
 
 
11. Regardless of your opinion on the subject, while filling in the questionnaire, to what extent 
were you thinking that companies sponsor events for: 
 
 
I was not 
thinking 
about it 
 
I was thinking 
only a little 
about it 
 
I was thinking 
about it 
 
 
I was thinking 
a lot about it 
 
 
a .  generate publicity  
for themselves 
 
    
 
b .  increase their notoriety 
 
    
 
c .  increase sales 
 
 
    
d .  create a good time for 
participants 
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12. How often and in what quantity do you typically consume alcohol? 
 
 
  
How many glasses  
(250cc)? 
 
 
Number of glasses 
 
Never 
 
 
 
 
 
 
Rarely (special occasions only) 
 
 
 
 
 
 
Occasionally (a few times a month) 
 
 
 
 
 
 
Regularly (once or twice a week) 
 
 
 
 
 
 
Frequently (several times a week) 
 
 
 
 
 
 
Every day 
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Final ly br ief  informat ion about you. This informat ion wi l l  just  be used to 
categor ize your survey response. Please indicate Your:  
 
 
13. Gender:    
 Male 
 Female 
 
14. Nationality:   
 
 
 
15. Age: 15-35 
                    
 
 
 
16. Employment situation: 
 
Employed 
 
Unemployed 
 
Student 
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17. Level of schooling currently under study: 
 
 Up to 9th grade 
 10th-12th grade 
 Undergraduate 
 Masters 
 PhD 
 
 
18. What do you think is the purpose of this study? 
 
 
 
 
 
 
 
 
 
Thank you for your cooperation. 
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Appendix 2. 19. Study Four – Sponsorship by “Super Bock” & Persuasion 
Knowledge (Portuguese Version) 
 
 
"Eventos para Jovens" 
  
  
Antes de mais,  obr igado pela sua part ic ipação.  
  
Este quest ionár io faz parte de um estudo mais amplo sobre a gestão de 
eventos (por exemplo, concertos,  eventos desport ivos, peças de teatro,  etc. )  
para os jovens.  
 
O quest ionár io leva menos de 10 minutos a preencher.  Agradecíamos que o 
preenchesse com a maior precisão possível .  As suas respostas permanecerão 
sempre anónimas e os dados serão tratados em agregado.  
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"Eventos para Jovens" 
 
 
 
 
 
 
 
 
Já respondeu a este quest ionár io,  ou outro semelhante, nos úl t imos 15 dias? 
 
 Sim  
 Não  
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Por favor,  cont inue. 
 
  
Esta pesquisa requer que seja assegurada a le i tura cuidada das instruções e 
perguntas pelo respondente. Assim, de modo a demonstrar que você 
efect ivamente lê questões e instruções, por favor ignore a pergunta e opções 
abaixo, escrevendo apenas "OK" na caixa de texto.  
 
1. Em qual destes eventos participa regularmente enquanto espectador? (Escolha todos os que 
se aplicam) 
 
Eventos/jogos desportivos 
 
Concertos 
 
Festivais 
 
Teatros 
 
Festas 
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2. Até que ponto concorda com as seguintes afirmações? 
 
 
 
  
 
Discordo 
totalmente 
 
 
Discordo 
 
Concordo 
 
 
Concordo 
totalmente 
 
 
 
a .  Os posters/cartazes são uma 
forma eficaz de promover eventos de 
lazer, tais como concertos, eventos 
desportivos e peças de teatro. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
b .  O patrocínio de eventos de lazer 
por parte das empresas é motivado 
principalmente pelos seus próprios 
interesses comerciais. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
c .  O patrocínios de eventos de lazer 
por parte das empresa são motivados 
principalmente pelo seu desejo de 
aumentar as vendas. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Appendix 2. Questionnaires of the Studies 
 333 
Agora por favor observe o cartaz abaixo, patrocinado pela marca de "Super 
Bock", e responda às perguntas nas páginas seguintes.  A página avançará 
automaticamente para as perguntas.  
 
 
 
Appendix 2. Questionnaires of the Studies 
 334 
Observado o cartaz,  por favor responda às seguintes perguntas sobre o evento 
anunciado. 
 
 
3. Acha que este evento vai ser divertido? 
 
Nada divertido 
 
Um pouco divertido 
 
Bastante divertido 
 
Muito divertido 
 
 
 
4. Acha que este evento vai ser emocionante? 
 
Nada  
emocionante 
 
Um pouco  
emocionante 
 
Bastante  
emocionante 
 
Muito  
emocionante 
 
 
 
5. Recomendaria este evento aos seus amigos? 
 
Certamente  
não 
 
Provavelmente  
não 
 
Provavelmente  
sim 
 
Certamente  
sim 
 
 
 
6. Até que ponto um cartaz destes o faria querer participar no evento? 
 
Muito pouco 
 
Um pouco 
 
Bastante 
 
Muito 
 
 
 
7. Quão apelativo achou o cartaz? 
 
Nada apelativo 
 
Um pouco apelativo 
 
Apelativo 
 
Muito apelativo 
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8. Até que ponto concorda com as seguintes afirmações? 
  
Este evento vai: 
 
 
 
Discordo 
totalmente 
Discordo Concordo 
Concordo 
totalmente 
 
a .  fazer sentir-me livre. 
 
    
 
b .  ajudar-me a esquecer os meus 
problemas. 
 
    
 
c .  incentivar-me a beber bebidas 
alcoólicas. 
 
    
 
d .  incentivar os outros participantes a 
beber bebidas alcoólicas. 
 
    
 
Appendix 2. Questionnaires of the Studies 
 336 
 
 
9. Neste evento, estarão disponíveis as seguintes bebidas. Para cada uma, por favor estime o 
número provável de copos (250cc) que consumiria durante o evento.   
 
 
 
 
 
Nenhum 
 
1-2  
copos 
3-4  
copos 
5-6  
copos 
7-8  
copos 
9 ou  
mais copos 
 
Água 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Água com gás 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Bebidas gaseificadas 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Cerveja 
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10. Até que ponto concorda com cada uma das seguintes afirmações: 
 
 
 
Discordo 
totalmente 
Discordo Concordo 
Concordo 
totalmente 
 
a .  O evento apresentado no 
cartaz era patrocinado pela 
“Super Bock”. 
 
 
 
 
 
 
 
 
 
 
b .  O evento apresentado no 
cartaz era patrocinado pela 
“Frize”. 
 
 
 
 
 
 
 
 
 
 
 
c .  O evento apresentado no 
cartaz era patrocinado pela 
“Coca Cola”. 
 
 
 
 
 
 
 
 
 
 
 
11. Independentemente da sua opinião acerca do assunto, enquanto preenchia o questionário, 
até que ponto estava a pensar que as empresas patrocinam eventos para: 
 
 
Não pensei 
nada sobre 
isto 
 
Pensei só um 
pouco sobre 
isto 
Pensei sobre 
isto 
 
Pensei muito 
sobre isto 
 
 
a .  Gerar publicidade 
 
 
 
 
 
 
 
 
 
b .  Aumentar a notoriedade da 
marca 
 
 
 
 
 
 
 
 
 
c .  Aumentar as vendas 
 
 
 
 
 
 
 
 
d .  Proporcionar divertimento 
aos participantes 
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12. Com que frequência e em que quantidade costuma consumir álcool? 
 
 
 
 
  
Quantos copos (250cc)? 
 
 
Número de copos 
 
Nunca 
 
 
 
 
 
 
Raramente (só em ocasiões especiais) 
 
 
 
 
 
 
Ocasionalmente (algumas vezes por mês) 
 
 
 
 
 
Regularmente (uma ou duas vezes por semana) 
 
 
 
 
 
 
Frequentemente (várias vezes por semana) 
 
 
 
 
 
 
Todos os dias 
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Por f im, por favor,  indique o seu: 
 
 
13. Genero: 
 
 Masculino 
 Feminino  
 
 
14. Nacionalidade:  
 
 
 
 
15. Idade:  
 
 
 
 
 
16. Situação profissional: 
 
 Empregado 
 Desempregado 
 Estudante 
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17. Ciclo de estudos em que se encontra actualmente: 
 
 Até ao 3º ciclo (9º ano inclusive) 
 Secundário (do 10º ao 12º ano inclusive) 
 Licenciatura 
 Pós-graduação ou Mestrado 
 Doutoramento 
 
 
 
18. Qual pensa ser o objectivo deste estudo?  
 
 
 
 
 
 
 
 
 
 
 
Obrigado pela sua colaboração.
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